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SCHEUER 
FIXTURES 
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Pertormance 
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© NEE of the outstanding requ'rements of display fixtures ts their abil 
ty to render a profitable merchandise performance in both the show 
window and interior of .America’s retail stores. | Art alone is not 
enough, expert craftsmanship is not enough, nor is structural strength 
the final test. 
to so display merchandise that a better sales volume results 1s a display 


unit a profitable investment. Scheuer’s “know how’ trom: years of 


experience msures the kind of fixture performance that makes each one 


a profit maker, 





Only when these qualities are combined with the power 











Visit our 
exhibit 
at the 
Houston 
Display 

Conference, 

Avril 22-26. 


TIE 
DISPLAYERS 


WS-204 
28" high, 24" wide, 
Ss » 14" x FF" dhe 
base. 

WS-205 
Revolving Double Bar 
Tie Stand. 30" high, 
18" wide, 10" x 10" x 
\"' thick base. 





307 WEST 38+ ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 












































MARCH, 1946 DISPLAY WORLD I 


aie 
TOM LEE 
og of International Display Fame 


1 Rejoins 


re W. L. Stensgaard & Associates 
> 
nce, 
2-26. Tom Lee returns from Service over- 
seas to again assume his well earned 
place in the display world. Well 
known, long recognized as one of 
America’s foremost designers, his 
appointment as Vice-President, in 
charge of high style development, 
affords Mr. Lee the opportunity for 
full expression of his many outstand- 
ing talents. We are happy to wel- 
come him into the fold of Stensgaard 
Specialists. 
RS 
wide, 
thick 
7” IN HOUSTON 
- April 22 to 26 
PREVIEW 


The first post-war mechanical displays and high-styled 
promotion properties and designs for Fall and Christmas. 





= | FREE 


SPRING AND SUMMER CATALOG 
150 SCULPTURED PROPS AND COMURA DESIGNS 
‘2 HOW TO USE” SUGGESTIONS 


‘RITE FOR YOUR COPY TODAY 


~ 
pe 
~ 





4. L. STENSGAARD & ASSOCIATES, INC., 346 Nn. sustine st., cHicaGo 7, mL. 


Display’s Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 
MERCHANTS RECORD AND SHOW WINDOW 
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Display Trends 

Display at the World's Largest Store 
"Punch Lighting" Makes Store One Big Display 
New York Display 
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An Outline of Modern Design 

Looking At Interiors 

The Fabulous Flea Market 

"Calexico Colorama" 

Display Here and There 


A La South America . ; ‘ 
Display .. . On And Off The Record 
Display's Tomorrow 

Men's Wear . 

Store Planning For Profit 

The Time Is Now! 

Think This Over 

Waverly Showroom Suggests 
Mannequin Production 
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Summer Coming Up! . 

Display Has Been Undersold 

Editorial : . 

ODA News Notes 

Seattle Store Plans Expansion Program . 
Dream Suite Suggests Display Applications 
The Display Parade 

IAD News 

Your Column . 

Reminiscing 


THE DISPLAY PUBLISHING COMPANY -~— - 
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1209 Sycamore St. 


By Walter Sobotka . 
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Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. See 
that it reaches other executives of your organi- 
zation and the members of your department. 


O 
0 
O 


THE COVER 


The cover symbolizes, in treble fashion, 
the Southern Display Association's Display 
Educational Conference and Exhibit which 
is to be held in Houston April 22-26. Su- 
perimposed on the field of Texas bluebon- 
nets is the star of the Lone Star State, con- 
taining in turn a photograph of the statue 
of Sam Houston. 


OUR NEXT ISSUE 


One of the most unusual and outstanding groups 
of men's wear displays ever created will be a feature 
of the April 15 issue . . . watch for these displays i" 
Georges Loewy's report from Switzerland. . . . Macy’ 
interior displays will be the subject of another article 
on display at the world's largest store. .. - fed 
Jarman writes of display at Simpson's, Montreal. . 
And there will be many, many other articles o 
equal worth. 






















Ws 
\y \Ol 

rs eat 2 

\o) © = 


As far as display is concerned, Easter happened 


around Christmas time . . . and Christmas came last as. 
July! It's not at all confusing. In fact, men and M 
Pe 
OHIO women in display like to be ahead of time. It's their “ihe 
“e aah 
business to forecast the ideas that new trends spring from, hex 
: cr 

S. funds months before fashions reflect a change. And who can tell : ye 
vs Company 7 Paar ‘ F 
1879, whether the imaginative awareness of display people interprets ’ 
——SS new inclinations . . . or starts new trends? It's our guess that, sh 
= well . . . maybe we shouldn't say such nice things. Being 
~ in the business, people will say we're prejudiced. 
ling groups 
e a feature 
displays !" 
, . Macys 
ther article 
. . « Hugh * 4 
ntreal. «+: 
articles © wre ¢ 





498 Seventh Avenue, New York 18, N: Y. 






CREATIVE DISPLAY HELPS FOR TODAY AND TOMORROW ¢ MARY BROSNAN STUDIO MANNEQUINS @ CYRILLE STEINER FIXTURES 
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WITH AN 
OUTSTANDING 
PRESENTATION OF 


eFALL 
eFURS 


EXHIBITION 
APRIL 22-26 


\  — 
“Pitta 


Gchack’s 


319 WEST VAN BUREN STREET ..CHICAGO 7 
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Make plans now 
le attend the 
S. D. A. 


National Conference and Manufacturers Exhibition 


HOUSTON, TEXAS, APRIL 22nd to 29th 


and Be Sure to Visit Our Exhibits in 











Spaces “A’ and “B”--- Houston Coliseum 


Showing Complete Line of Darling Displays in Metal and Composition 
also Complete Line of Decorative Background and Flooring Papers and 
Materials, Letters, Gadgets, Foliage, Flowers, Accessories, Natural Deco- 
ratives, Spun Glass, Papier Mache and Plaster. 


N. A. D. I. 


Display Exhibit and Market Week 


NEW YORK CITY, JUNE 22 to 29, 1946 
New Yorker Hotel 


More Than 3 Floors of Display Exhibits ttm sssocses 


OF DISPLAY InDUSTRIES 


Be Sure to Visit the Garrison- Wagner KAD 
Rooms 611, 612, 614, 615 nV 


GARRISON- WAGNER CO. 


1627 LOCUST ST. LOviIs, Me. 
20 East Congress St. 














Chicago Showroom — 
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Your Displays Will Sparkle With 













SEAMLESS 





IT COMES IN TEN EXCITING 


Available for Immediate Delivery COLORS CREATED BY LEADING 
100 INCHES COLOR STYLISTS 
WIDE Courage Red Face Powder Pink 
12 and 50 yd. Rolls Cobweb Grey Matrix Green 
Dawn Blue Pennant Blue 
Tawny Beige Pagan Green 


Pompadour Blue Nubian Black 


WRITE FOR COLOR CHART 
BULKLEY, DUNTON & CO., INC. 


295 MADISON AVENUE, NEW YORK 17, N. Y. 








CHICAGO 16, 2635 South Wabash Ave. LOS ANGELES 13, 124 West 4th Street 
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ADCURVES. 


8 STRUCTURAL BACKGROUND UNITS 





4, 194% 











J 





ADLER-JONES ADCURVES offer a 
quick method of modernizing your 
window backgrounds and _ interior 




















departments. . . . Five selected shapes 
G allow for any number of design 
combinations that will do wonders 
G for your displays and general store 
appearance. 





Modernize with Adcurves . . . versatile, 
structural units quickly adapted to set- 
ting up various styles of backgrounds. 
Adcurves are made of 10 foot hard- 
board pre-bent into five distinctive 


curved panels. Rigid and strong, only 





a small amount of simple bracing is 





required. . . . A quick way to produce 
smart, permanent or semi-permanent 
backgrounds at lowest cost. . . . Plan to 
modernize now! Adcurves are featured 
in the current Adler-Jones catalog, sent 
on request. 


ONES 


BONES 


521 SOUTH WABASH AVENUE ¢ CHICAGO 5, ILLINOIS 
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No. 12 FISHNET —10 Feet Wide by 2-Inch Mesh 
NATURAL ONLY—85c Yard 










‘ot NAUTICAL DISPLAYS %, 


EFFECTIVE REPRODUCTIONS OF ANCHORS e LIFEBUOYS 


in dimension. Diam- 
eter 23". Each 


es packed eK ele) 


COTTON ROPING—"" 
COTTON ROPING— I" 





° GOVERNMENT SURPLUS © 


BOAT OARS—Made for Coast Guard 
5° Long—Ash Wood—$1.50 each 


CANVAS LIFE BUOY—24" Diameter 
Complete with Rope and Float—$4.75 each 


MODERN DISPLAYS 


1212 G STREET N. W. 109 COLLEGE PLACE 
WASHINGTON 5, D. C. NORFOLK, VA. 
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— SPECIAL PROMOTIONS 


IT’S 
LONDON DISPLAYS 


PITTSBURGH, PA. 


@ QUALITY 
@ CRAFTMANSHIP 
@DESIGN 


VISIT OUR SHOWROOM AT 
THE HOUSTON CONVENTION 
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Created by Nebo Cherry. 


Planning your Silver or 
Golden Anniversary ? 


We have Mannequins for just that, TO 
RENT in gold or silver finish. 


Also other items such as Plaques and 
Statues especially designed for Anniver- 
saries. 


Write us, and plan ahead. 


Established 1915 


ae i; NATIONAL 
CE a | > MANNEQUIN MFG. CO. 


306-308 S. MARKET ST., CHICAGO 6, ILL. 

















*Reg. U. S. Pat. Off. 


IMMEDIATE SHIP 
MENT from stock. 
Allow five days ex 
tra for orders in 
volving a_e special 
color scheme. Per 
sheet, 36x31” $1.50 


225 FIFTH AVE.. NEW YORK 10, N. Y. 


THE CREATIVE TOUCH THAT GIVES 
LIFE TO YOUR MOST IMPORTANT 
DISPLAYS. 


Marbalia is not a photographic imitation of 
a marble finish, but is a Decorative Display 
Paper in a class by itself. 


For your selection we carry 150 beautiful color 
schemes constantly in stock—and your own spe 
cial colorings can be made to your order if you 
wish, and at no extra charge; (the minimum 
order for special colorings is 25 sheets). 


MARBALIA papers are hand-made . . . Wash- 
able . . . Adaptable for every display need. 













GIVES 
TANT 


ttion of 
Display 


ful color 
wn spe 
rr if you 
ninimum 


. Wash- 
y need. 
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Who is she yA 








That girl striding acrass @ thousond compuses — 







freedom in the swing of her shirt the tit of her chin 


ond the glance of har eye. Shes the clear-thinking critic 

























of every idea her eager mind con seek out. Shes the 
girl whos proud of her ancestry, but determined tomake 
good on her own. Shes the spirit behind @ hundred 
fashions that have swept from campus into the very 


fife of the city = 


shes so American 


This eye-provoking display by 
Henry Callahan, Window Display 
Director at Lord & Taylor, New 
York, is dramatically spotlighted by 
Wabash-Birdseye Reflector Lamps. 





Exciting ... dramatic ... beautiful . . . loaded with sales appeal 
— these are features that effective display lighting can give your 
windows. Wabash-Birdseye Reflector Lamps glamourize each 
new display with exactly the lighting it needs! 

Wabash-Birdseye lamps have built-in silver reflectors which 
remain permanently free from dust and dirt . . . maintain peak 
illumination throughout their long life. You can use Wabash- 
Birdseye lamps in your present fixtures . . . get more light on 
the seeing area at no increase in wattage! 

Take a tip from some of America’s finest stores. Give your 
displays the exciting touch that creates sales — Wabash-Birdseye 


Reflector Lamps. Write for complete information and prices. 





Wabash Corporation, 345 Carroll Street, Brooklyn 31, N. Y. 


A Subsidiary of Sylvania Electric Products Inc. 


% 


ae 





SPOTLITE: SUPER SPOT: FLOODLITE: CONCENTRATOR: TUBULAR: 


Moderately concentrated Highly concentrated beam For general window illu- For interior store lighting For showcase and cove , 
beam, feathering away in to highlight single item mination, supplementing and background window lighting. 
soft diffusion. n display. Spotlites or Super Spots i!lumination. 





DISPLAY LIGHTING . 
WABASH-BIRDSEYE REFLECTOR LAMPS =. 
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ALWAYS SOMETHING 
VEW AT 
MILEO STUDIOS 


T may be just a new type 
hair-do, a new finish, a new 
type of construction or an en- 
tirely new conception in dis- 
play figures, but big or little, 


there is always something to 





justify a visit to the Mileo 
Studios. 





And may we also venture to repeat our old story—which will never lose 
its interest as long as windows are used to produce business—Mileo Man- 
nequins actually sell merchandise, so compellingly do they enhance the 


charms of the garments they wear. 


Conceived by artists, made by master craftsmen, styled by experts, Mileo 


Mannequins are essential in any well-rounded merchandising plan. 





Greetings to SOUTHERN DISPLAY ASSOCIATION 


May your Houston Conference be a great success! 





PC. MILEO 


7 WEST 36TH STREET, NEW YORK 18, N. Y. 


Just off Fifth Avenue 
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we TATED ee te a 


tppliance Department with these New, Colorful 


TOM BRENEMAN 
Genial Radio Host 
of 


“BREAKFAST in 
HOLLYWoop” 


3 : 
x BOW to the Millions of 
da INGENIOUS 
= HOMEMAKERS 
(s for planning HEALTHIER 
More NUTRITIOUS 


BREAKFASTS / 


ad 


i g-swtteh 
JOM LAUNDERING 
EQUIPMENT. -- 


BISHOP DISPLIYS 


H46-3 BREAKFAST STARS Display pictures Don McNeill 
of ‘‘The Breakfast Club” and Tom Breneman of “Break- 
fast in Hollywood” urging more healthful, nutritious 
breakfasts. Display can be used for almost any 

store department, but is ideal for Radio 

Section. Printed in four colors. 


G46-4 COLOR KITCHEN Display reproduces in full color 
the same Kitchen currently appearing in National 
Magazines for the American Gas Association. 

A natural for your home appliance and 

kitchen planning departments. 


H46-4 SNAP-A-SWITCH LAUNDERING Display. A 
model laundry reproduced in full color from specially 
posed Kodachrome. This display is just the 

thing for laundering exhibits and home 

appliance departments. 


Each of the Displays illustrated is on heavy 
cardboard, size 60” x 40”. Price, f.o.b. 
Chicago—$7.10 each. 


Gcshof~ PUBLISHING COMPANY 
Producers of Fine Displays 
427 West Randolph St., Chicago 6, Illinois +» Telephones: STAte 7560 and 7561 


Please ship us Express Prepaid the following 
60” x 40” displays on cardboard at 
$7.10 each, f.o.b. Chicago. 


H46-3 BREAKFAST STARS 

Quantity 
ee ee G46-4 COLOR KITCHEN 

Quantity 

H46-4 SNAP-A-SWITCH 
Quantity 

Woodstrip Stands at $1.35 each 
Quantity 





Company 





Address 








City 
By 
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Display features that reflect the vacation 
and travel spirit of America. Associate ALL 
merchandise with the effectiveness of these 
sales stimulators. 





gon 


PAPIER-MACHE TRUNK \ 


Travel-weary, old style trunk in black and 
gold, (25”«14"x17”) covered with colorful 
labels ready for use....... Price $39.00 









~~ = = 
Fs AX BLACK OR WHITE PANELS 

; Ready for display, (18’x72” or made to 
\ order) mounted with colorful original 
travel posters, folders and stickers gath- 
ered from all over the world. Each panel 
different—$19.00. Also in screens of 2 to 
4 panels. 


TRAVEL ASSORTMENT 


5 large original travel posters, 10 folders 
and 100 stickers (hotels, steamships, air- 
lines, etc.) with suggestions for display 
Wie sierseend cevesieees Price $18.00 





Wt tty, Witliten, 


“) 


Yyjftlllela 





mu 


> saenenen Be sure to visit our exhibit 
KCN , 
scents at the Coliseum, Houston, Texas 


April 22 to 26 
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AUSTEN DISPLAY, 31 WEST 31st STREET, NEW YORK CITY 
CHICAGO. SHOW- ROOM, Werner Lewy, 27 East Monroe Street, Chicago, Ill. 
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DON’T HIDE YOUR 
BEST ADVERTISING 





A 


Z| 


~ee--and you needn’t suffer 
excessive sun damage either! 


How? The answer is sun protection you can see through 
Transparent Shades. Yes, with Transparent Shades, shoppers 
can readily see the inviting displays of desirable merchandise that 
cause them to stop, look, walk in, and buy. Yet this merchandise 
they see so easily is protected by the sun absorption qualities of 
Transparent Shades, thus it can be sold without discount. 








Transparent Shades are made of acetate sheeting that repels 
more than 90% of the actinic (harmful) sun rays. Easily installed, 
Transparent Shades may be operated from within the store without 
disturbing your displays. All edges are cloth-bound to prevent 
tearing. Moisture and grease proof, they wear like iron. They 
remain unaffected by humidity or temperature changes and are 
easily cleaned with a damp sponge or cloth. Moreover, these are 
Through the use of attractive, long-wearing Transparent Shades the original transparent sun shades. 
you may eliminate unsightly canvas strips and awnings. Send the 
dimensions and lay-out of your windows for a free estimate. Every merchant owes it to himself to investigate these remark- 

No obligation of course able Transparent Shades. Write today for more detailed information! 


TRANSPARENT SHADE CO. | 


DEPT. 2 ¢ 501 NORTH FIGUEROA ST. © LOS ANGELES 12, CALIF. 
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ANNOUNCING THE MILTON REYNOLDS 


$33,500.00 








window display contest 
Featuring the REYNOLDS PEN 


Guaranteed to Write at Least 2 Years Without Refilling 


“| cordially invite every dealer handling Reynolds International Pens 
to enter this great Cash Prize Window Display Contest. In our experience 
of the past few months we have seen hundreds of thousands of Reynolds 
Pens sold through forceful window displays. And now Reynolds offers 
this extra incentive of cash prizes and gift pens to help you build extra 
sales and profits. | hope you will join us in this great contest.” 

Milton Reynolds, Chairman of Board 

Reynolds International Pen Co. 


ERE’S an opportunity to win big cash prizes—bring 
hundreds of new customers into your store. It’s a 
nation-wide contest open to every retail store in America— 
large or small—selling Reynolds International Pens. Dem- 
onstrate your skill at building an attractive window display 
around the Reynolds Pen—the famous pen that’s guaranteed 
to write two years without refilling. 

Display managers all over the country already know the 
tremendous pulling power of the Reynolds Pen. Over a 
million-and-a-half Reynolds Pens have been sold in three 
months... it’s the pen everybody talks about and wants 
to see. But with a spectacular window display of the 
Reynolds Pen, sales possibilities are multiplied. 





790 CASH AWARDS 


First Award: $10,000 in cash ($1, 000 ott for 


the 10 best windows . . $10,000 
Second Award: $5,000 in cash ($500 each) 

for the next 10 winning windows . . , 5,000 
Third Award: $1,000 in cash ($100 each) for 

the next 10 winning windows. . . ? 1,000 


Honorable Mention: $7,500 ($10.00 
each) to 750 ‘“‘Honorable Mention” windows 7,500 


Distributors’ Salesmen Special 


Award: $10,000 in cash ($1,000 each) to the 
distributors’ salesmen sending in greatest 
number of entry blanks for Window Contest 


entry . oo ae ees 10,000 
GRANDTOTAL... . oe es _ , $33,500 


In the event of a tie, duplicate prizes will be awarded! 


EVERY ENTRY WINS A REYNOLDS PEN 


Every dealer who enters this contest, winner or not, will receive a 
$12.50 Reynolds International Pen with the compliments of Milton 
Reynolds. All you have to do is send us a photograph of your 
Reynolds Window Display and your pen will be on the way to you. 











RULES ARE SIMPLE—HERE’S ALL YOU DO 


Here are rules of contest: 

1. Dates—March 1, 1946 to April 1, 1946. Your 
contest-display window must appear some- 
time between these dates. 

2. Obtain entry blank from your local Reynolds 
Pen Distributor. 

3. Dealer mails entry blank to the Reynolds 
International Pen Co., 1550 North Fre- 
mont Street, Chicago 22, Illinois. 

4. Entry blank will give information on amount 
of space to be devoted to display. 


_-— -_ 





— 


J.S. Patents No 479 and D-143 
Othe er ry Ade applied for. ele gpd rds hicaeaatio Bal Pen Company, 1946 


REYNOLDS 
jem DEN 


$ 5 No Luxury Tax C 
Including desk stand and modern stream- - 


lined gift package. FAIR TRADE PRICE. 










PIE cc meee ce) o> eomtenmenet « 
gee ; 


5. Dealer will photograph window and submit 
directly tothe Reynolds International Pen Co., 
1550 North Fremont St., Chicago 22, Illinois. 


6. Photograph of window must be in office of 
Reynolds International Pen Company not 
later than April 1, 1946. 


7. Committee of five judges will decide awards 
on or before April 15, 1946. 


Judges of Contest: Five nationally known 
merchandising experts will act as judges. Names 
to be announced later. 








Reynolds International Pen Co., Dept. DW-3 
1550 North Fremont Street, Chicago 22, Illinois 

Gentlemen: I’d like to enter the Milton 
Reynolds $33,500 Window Display Contest. 
Please have your representative call on me with 
entry blank and display material. 


Name 
Address 


r Reynolds International Pen Co., 1550 N. Fremont St., Chicago 22, Ill. 
: Canadian Plant: Oshawa, Ontario, Canada 


MNOUNCANC 


I) change in ownership and 
Management of 


DeWEESE DISPLAY EQUIPMENT CO. 


T. Guy Duey, President & Gen. Mgr. 


A recognized authority in the field of Display Equipment 
and Decorations, having been associated with several lead- 
ing department stores and equipment manufacturers since 


1910. 


W.E. Gaither, Vice Pres. & Treas. 


With a background covering 25 years in the display field 
as Director of Display, advertising, sales promotion, store 
planning and layouts. Past four years associated with 


DeWeese Company. 


Lamont A. Ware, Secretary 


For 21 years associated with Watt & Shand, Lancaster, 
Pa. Past eight years as Manager of Displays including 


23 show windows and 5 selling floors. 


é 
“KORRECT-WAY 
PRODUCTS 


MANNEQUINS 
Display Fixtures 
f Metal—Lucite—Wood 


Furniture—Racks 


Specialties £ D: WEESE 


DISPLAY EQUIPMENT CO. 
SEVENTH ST. PITTSBURGH 22, PA. 
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aplenty in these companion lines of , 


ACTION MANNEQUINS BY DURABLE 


i% ’ gp? The Nation-wide 


in mannequins 


I 
¥ 


AOR 
WeWw 


Write for Photos and 
Mi Miniclautehitels 


Manufactured and Sold By— Also Sold By— 


; DURABES DISPLATS. Inc. NAT SIEGES ine. 
2010 S. HALSTED ST. CHICAGO 8, ILL. 39 W. 37th ST. NEW YORK, N. Y. 





#3050 — THREE PIECE 
ENSEMBLE—4’-8” long, 
12” deep, 3’ high over 
all, The End Units are 
22” long, 21” = high, 
10” deep. The Central 
Unit is 12” x 12” x 36". 

36.75 complete 








#3040—THREE PIECE ENSEMBLE—6’ long, 
12” deep, 36” high over all. Central Unit 
4' long, 21” high, 10” deep. The End Units 
pve 127 x 12" 49: 46.75 complete 





#3070—TWO PIECE ENSEMBLE—53” 
long, 30” high, 14” deep over all. May 
be used in scores of ways. 

36.75 complete 


# 3060—SIX PIECE ENSEMBLE—5’ long, 
26” deep, 18” high. The Spherical Units 
are 15” diameter, 6”, 12”, 18” high. 

36.50 complete 


WRITE ON YOUR BUSINESS ‘E! 
TERHEAD FOR FREN-ZEE CATA 


LOGUE NOW IN PRODUCT 


STORE EQUIPMENT AND FIXTURE COMPANY 
MAIN OFFICES 223 ORANGE STREET, NEW HAVEN, CONN 
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IREE PIECE 
8 ” long, 
"high over 





































use INVEST 1/3 OF YOUR PROMOTIONAL DOLLAR IN 

21” high, 3 

he Central 

12" x 36". The greatest service you can render your store in the but builds prestige for your store. Attend the display 

'5 complete . : ; : ae - : E 
forthcoming years, which are certain to be highly com- clinics, use new techniques, but most of all, get your 

| petitive, is to work toward this goal. See that DIS- share of the store promotional dollar, at least 4%. 
PLAY is given proper consideration, not > Remember, you are not pioneering a new 


promoted with “lip service” alone, but with idea. Display is as old as selling itself. 
its share of the promotional dollar. ... You EXHIBITS Display is the medium that will keep your 


WORTH SEEING store out front. This is the year to estab- 


can prove that display will increase sales 
over and above other media. You can make HOUSTON lish display in its proper relation to all other 
it the spearhead of all the store promotional APRIL 22-26 store activities. Display is an investment 


effort. Display not only builds sales volume that pays its way every time. 


° 
NEW YORK 
JUNE 22-29 


PLAN TO COME 











Members of the National Association of Display Industries 









Adler-Jones Company L. A. Darling Co. London Displays Sales Paper & Supply Ce 
Advertisers Display & Dazian’s, Inc. A. Lutz Schack’s, Inc. 
Exhibits, Inc. Decorative Novelty Co Lynn Display Scheuer Mfg. Co. 

Aladdin Fabrics Decorative Plant Co. Magnani Statuary Company Sherman Paper Products Corp 
Allied Display Materials, Inc. Dingleman-Wolff Co. Maharam Fabric Corp. Frederic Shipman 
American Fixt. & Mfg. Co. Display Corporation Mechanical Man, Inc. Shoe Form Co., Inc. 
Ankerum Mfg. Co. Display Equipment Corp. Mileo Mannequins Silvestri Studios 
Arrow Dec. & Fixt. Co. Display Mannequin, Inc. Modern Art Studios Nat Siegel Fixture Co. 
Austen Displays Display Products Co. Modern Displays Silvestri Art Mfg. Co. 
C. Barrango Co. Display Sign Center, Inc. Mutual Disp. Mfg. Co. Standard Fixture Co., Inc. 
Bliss Display Corp. Durable Displays, Inc. Natural Creations Staples-Smith Co. 
Eve Brueser Studios, Inc. Facil Fabrics Co. New England Deco. Supply Co. Starkman Display Center 
Bulkley, Dunton & Co. Gardner Displays Co. New Style Studio W. L. Stensgaard & Associates 
The Carrata Co. Garrison-Wagner Co. Old King Cole, Inc. Tabery Corp. 
L. J. Charrot Co., Inc. Earl W. Gasthoff Co. R-Tex Co. Taffel Bros., Inc. 
James A. Cole Co. General Display Corp. Radiant Glass Fibers Co. lally-Ho Display Studio 

a — Colonial Decorative Display Co. General Display Studios Reflector-Hardware Corp. Timbertone Decorative Co., Inc. 
Cook & Meier Grant & Silvers, Inc. The Reyburn Mfg. Co., Inc. Timely Service Co., Inc. 
Emil Corsillo, Inc. The Greneker Corp. Rip Studio Jas. B. Williams, Inc. 
Coy, Disbrow & Co. Victor Haida Displays, Inc. Royal Paper Corp. W. M. Zeppen-Field Studios 
Crystal Fixture Co. B. A. Jacobs Co. Gustave Rubner, Inc. Display World, Asso. Member 
Crystalline Plastics Co. The Kawneer Co. 
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“BUY REYBURN’S—AND YOU BUY THE BEST” 


THE REYBURN MANUFACTURING CO., INC. 
NEW YORK PHILADELPHIA ol ew. WcLe) 
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DRAMATIC DISPLAYS MADE EASY 
WITH THESE NEW 1946 MANNEQUINS! 


New JUNIORS! They're right on the beam 


with verve, dash and smart set spirit. 


New TEEN-AGERS! Precocious youngsters 


with a mature sense of sales thru display. 


New CHILDRENS’ Mannequins that out- 


smart the “quiz kids” in thrilling, dramatic 
presentations. 


DON'T MISS THESE SENSATIONAL 


Original Creations 


See them in a preview at our showrooms 


See them at the Show in Houston, Texas 
April 23rd to 28th 


WRITE TODAY FOR OUR COMPLETE 
MANNEQUIN CATALOG 


OP OLE 


CUSTOM-BUILT MANNEQUINS 
AND WIGS 


Che DISPLAY EQUIPMENT CORP. 


147 WEST 37th ST., NEW YORK CITY, N.Y. 
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OFFICIAL 
MOTHERS DAY 


DISPLAYS 











__| MOTHERS DAY 
= May IZ \ 


With millions of families reunited, this Mother’s Day will WRITE FOR BROADSIDE ILLUSTRATING 
be observed on a scale greater than ever before. ITEMS AND PRICES 











Make this your greatest and proudest Mother’s Day. 
Harness the power of the national publicity the official 
poster will receive. 


Keep this Mother’s Day on a high and dignified level. 
Use the official Mother’s Day Posters and coordinated ma- 





lerial—there’s a colorful display piece to meet every need. 





National Committee on the Observance of Mother's Day 





TRADE PROMOTION DIVESION—393 SEVENTH AVENUE, NEW YORE 1, 
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NO WONDER HALSEN LEADS... 


TT-25 THREE TIER DISPLAYER— Sturdy 24” Plexiglas uprights. 14” crystal clear glass shelves 
Stunning modern abstract shape, overall height 25”, space between shelves 10”, bottom $5750 
legs 4” high. Upper shelves 12” x 27”. Lower shelf 18° x 34°. Complete 


TT-15 TWO TIER DISPLAYER Overall height 15°. Space between shelves 10”, $3950 
bottom legs 4” high. Upper shelf 12” x 27”. Lower shelf 18° x 34 . Complete : 


LT-25 DISPLAYETTE— Overall height 25”. Space between shelves 10°. Bottom legs 4” high. Upper 
shelves 7 x 12 Center shelf 12 vee Lower shelf 18” x 34" Beautifully cut $5950 


crystal-clear glass shelves. Complete 


T-11 TABLETTE — A handy table with countless uses. 11 high, topiscuttoa modern shape $ | 9 50 
from '4" crystal-clear glass approx. 12” x 27”. Legs are sturdy %4 Plexiglas. Complete 
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Past.... 


MAHARAM is equipped to continue the high 
standards of craftsmanship and service that 
has gone into the building of a great organi- 


zation. 


Since before the turn of the century, through a 
national chain of branches, jobber agencies 
and direct representatives, MAHARAM has al- 
ways kept abreast of all changes in display 
trends and fashions. Displaymen, everywhere, 
have greeted MAHARAM’S wide range of at- 
tractive display creations with tremendous en- 
thusiasm. Small wonder MAHARAM can jus- 


tifiably state, “Everything for Display.” 


The pendulum of Display is swinging steadily 
upwards. As this receptivity towards display 
gathers momentum, alert displaymen should 
“get on the upswing” and follow the crowd to 
MAHARAM, “The Display Center of America.” 














“The House of Service” 


\ "Sa a \ 
FABRIC ‘CORPORATION 
@ NEW YORK — 130 WEST 46 ST. 


@eCHICAGO — 6 EAST LAKE ST. 
@lLOS ANGELES — 819 SANTEE ST. 


Jobbers in Leading Cities 


























GIANT WISTERIA SET PIECE 
An Attractive Number From Maharam’s Summer Line 
Call » your nearest Maharam Branch or Jobber for: 
+ FABRIC S e@LEATHERETTES e METAPHANE e VELUR- 
OKWILT henna FLOWERS e DISPLAY PAPERS 
S e@ROPINGS eLUCITE DISPLAYERS 
@ WOOD FIXTURES, ETC. 
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Worth A Trip 


To Pittsburgh To See! 





THE SMARTEST, MOST-MODERN DISPLAY SHOWROOMS 


BETWEEN NEW YORK and CHICAGO 


You'll enjoy each and every minute of your visit 
amid the luxurious surroundings of our newly 
redecorated and remodeled showrooms. For 
here you can leisurely inspect the newest and 
finest in display equipment and fixtures. Every- 
thing and anything you need to show-off your 
merchandise in the smartest Spring fashion is 
here. Mannequins, showcases, wall fixtures, 
fabrics, flowers...you'll find them all and many 
others among these exclusive Cohen creations. 
And as a special feature we even have actual 
“built-in” windows... with displays you can 





COMPANY 
810 PENN AVE. PITTSBURGH, PA. 


study from all angles to create new ideas 
for your own windows. Best of all, your visit 
will bring you a wealth of advance slants that 
will enable you to display your merchandise 
in the manner that makes your customers want 
to buy. For a preview of the newest and smart- 
est in Spring display equipment, plus a wealth 
of “selling” display ideas, plan now to visit 
the newest and most modern showrooms be- 
tween New York and Chicago at your earliest 
convenience. 


® MANNEQUINS 

@ MILLINERY HEADS 

@ DECORATIVE MATERIALS 
@ FABRICS & FLOWERS 


@ RACKS & DISPLAY FIXTURES 


@ CONTRACT FURNITURE 





@ WALL FIXTURES 


MARCH, 


@ CHAIRS... SHOWCASES ——— 
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MA 
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Silvestri Gives A Preview of Christmas 
At The Houston Convention 


CR 





“THE STORY OF SCROOGE”’ in SEVEN WINDOWS 


SCALE OF 48" FIGURES. CONSTRUCTION 
WOOD, FABRICS AND PAPIER MACHE. 
SETTINGS 12' LONG, 7' HIGH AND 5° DEEP. 


THIS IS ONE,OF THE SEVEN WONDERFUL WINDOWS IN THE "CHRISTMAS STORY OF SCROOGE" 
THAT SILVESTRI WILL PRESENT IN HOUSTON. 


ALSO TO BE PRESENTED 
“CHRISTMAS ALL OVER THE WORLD” 


Up to 27 Windows 


“CHRISTMAS CAROLS OF ALL TIMES” 


10 Windows 


> SILVESTRI ot Menufacturing Company 


7.0 W. WASHINGTON BOULEVARD CHICAGO 6, ILLINOIS 
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A delicate round ball of foliage in soft pastels for cases or ledge trim. 
Or ideal for a Western Style window. 


FLOCKED PRICES 


Small sizes for cases $ 1.00 each 
About two feet overall 10.00 each 
About three feet 15.00 each 
About four feet (rare) 20.00 each 


MORE DISPLAYS 


MEDFORD, OREGON 





"SEE YOU (WN HOUSTON’: 
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Introducing Two of Our Up and Coming Juniors Created and Manufactured by 


(rise S300 


293 Seventh Ave., 8th Floor, New York City | 


MISSES @ JUNIORS e TEENS e CHILDREN 


Creators and Manufacturers of Mannequins Since 1909 
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IT’S ROUND UP TIM 
1EXAS/ 


Round up your MANNEQUIN needgi 
and let us put a good brand on them 
We have some of the finest stock in the 
mannequin market, it has grazed over i 
the entire display range and is reall 
prime. Be sure to look it over at tha 
Houston Convention and serve yoursel 


a choice cut of Customer Appeal. 














-CBareangoCo. | 


S7G:-MARKET-SE. 


SHOW ROOMS 
B. A. JACOBS 
841 S. LOS ANGELES StI., ! 


CRYSTAL FIXTURE CO 
6 S. WABASH AVE CHI¢ 











Distributed by 


NEW ENGLAND DECORATORS SUPPLY CO. 


BOSTON, MASS. 


ART R. COHEN CO. 
PITTSBURGH, PA. 


THE FIXTURE MART INC. 
CHICAGO, ILL. 


STANDARD. DISPLAYS 
CLEVELAND, OHIO 


SYD JACKMAN 
LOS.ANGELES, CALIF. 


NATIONAL DECORATORS SUPPLY CO. 
INDIANAPOLIS, IND, 


ARROW DECORATING FIXTURE CO. 
PHILADELPHIA, PENNSYLVANIA 


< 


GRamercy 7-4 
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EDUCATIONAL CONFERENCE 


AND 


DISPLAY EXHIBITION 


AT 


HOUSTON 


ON 


APRIL 22-26 INCLUSIVE 


will be a major attraction for all of the Display Profession 
in the Greater South, and we will be there! 


BOOTH “G”---COLISEUM 








- Designers + anufaclire rs ARTIFICIAL FLOWERS 
3 DISPLAY DECORATIONS 


ART DISPLAY STUDIOS 


36-38 West 371m Streeer 
NEW YORK 18 


"OUR TWENTY-FIFTH YEAR SERVING DISPLAY" 
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Your store signature designed to your logotype ... sculptured to sell the permanent character of 
your institution. Finished in various wood techniques. This name plate designed for Macy’s 
New York, in hard composition, is 50 inches long x 8 inches high, with 2 inches relief. 


BLISS DISPLAY CORPORATION 


460 WEST 34th STREET, NEW YORK 1, N. Y. 


TELEPHONE BRYANT 9-8848 
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Timely’s Fall and Christmas displays will be shown in 
Booths 14 and 17 at the Houston exhibit. We'll be 


waiting for you! 
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THIS IS A 


TIMBERTONE 


PRODUCT 


alain 




















For “Shits Label 


IT STANDS FOR 
THE ULTIMATE IN 
CRAFTSMANSHIP, 
DESIGN, TEXTURE 
A N D reerrec y 
COLOR STYLING 


YOUR JOBBER CAN SERVE YOU 


RENE 


15 WEST 24TH ST., NEW YORK 10, N. Y. 





THERE IS NO SUBSTITUTE FOR QUALITY ... THERE IS NO SUBSTITUTE FOR TIMBERTONE 









© 1946 
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) main trends of display technique 
e distinctly recognizable: 
First, more conservative direction— 


it mig it be called “classical” or “architec- 
tural’ -in neat and elaborate execution, de- 
sign ll balanced according to the stand- 


“ls of composition and according to all the 
rules of balange, rhythm, and proportion, 


strit for classical harmony and aesthetic 
appe with little or no emotional inspira- 
tions. Uramatization may be used but with 
restraint and only in very moderate amount. 
The other direction is more imaginative 
ind fantastic; it favors a sketchy suggestion 


stimulates the imagination 
It does not go into realistic 
resentation, but rather compares to a three- 


treatment and 
if the public. 


limenstonal version of a dashing fashion 
sketch; hence its strongly atmospheric and 
jashion-like qualities, its venturing into ab- 
stract or into surrealistic directions of pro- 


arts. Unusual materials in 
surprising application, and extreme drama- 
tizatiol characterize this sophisticated 
much of its origination 
York’s Fifth avenue. 


ressive fine 


trend, which has 
from New 
Both trends have the same aim; they try 
to achieve it, different ap- 
Yet both of them have a definite 
limitation: they have no means of following 
1 on the final The estab- 
lished grip on the mind of the prospective 
ustomer is slackened after this apparently 
successtul persuasion; there is this gap in 
etween the persuasive action and the final 
action. We well how 
easily even a firm) grip lost, if 
loosened at the crucial moment just in front 
ithe final goal. This gap is inevitable as 
as the outside and inside remain sepa- 
rated physically and as well in their meth- 
ls of presentation. 


however, by 


proacnes, 


success. once 


hase of know too 


may be 


ng 


he reason for new developments can 
ver be traced back to one specific argu- 
ent; they come into being for many coin- 
ling reasons, they are in the air long be- 
materialize. 


tore they 


In this case, too, ac- 


mplishments in other fields such as ar- 
itecture and construction cooperate with 
ogressive thoughts in the retailing field 


ening new aspects of display, actually 
ransforming display into new and wider 
totali- 
in—display appeal of the complete store. 


neept of the total—I may even say 


me existing trends are already fore- 
ot this development, indicating the 
in which things may proceed: 
dea of drawing the window display, 

in streamlined close to 
(almost drawing in the 
near to this en- 
tries to reduce this gap between out- 


d indoors. 


curves, 
entrance 


who has come 


outdoors and in 
Smaller 
window backgrounds 
low a partial or total view into the 


attempts to link 


ive been made. before. 


ave used 


d its operation; in some stores, 
candy stores, the shadowbox-like 
ndow has been discarded; a double 


play in the window brings the in- 
ation quite close to the store front. 
glass front is the final step in this 
\ free and unrestricted view into 
eliminates not only the background 
the window 


The 


inde- 
with its 


display as an 


eature. inside. store 
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DISPLAY 
TRENDS 


By WALTER SOBOTKA 
Research Bureau for Retail Training 
University of Pittsburgh 


Walter Sobotka, formerly of Vienna, is an architect and interior designer. 


Originally following his profession in New York City, since 1941 he has 


taught design, interior decoration, display, and textiles at the University 


of Pittsburgh. 


He is also part-time professor of architecture and interior 


design at the Carnegie Institute of Technology, likewise of Pittsburgh 


decoration and action is actually brought up 
to the street front as a display in itself. No 
platform or definite display area is perma- 
nently connected with the glass front. Win- 
dow display may be used in items 
placed rather accidentally near the window; 
aisle displays and other types of indoor 
display are set up for the view from outside 
as well. For an undisturbed enjoyment of 
this arrangement the structural pillars are 
reduced as far as possible, any interference 
of the view with transoms and mullions are 
avoided by taking advantage of huge plate 
joints. All- 
glass doors of the “Herkulite” type are in- 
cluded in such schemes of utmost transpar- 


some 


glass with muntin-less 


panes 


ency. 

adopted for more 
particular for 
the side 
continuously 


The same idea can be 


elaborate store fronts, in 


arcade types; in this case show 


windows of the arcade run 
into the depth of the store, the glass parti- 
tion all but 
tural member. 
towards the 
preferably 
ture. 
This is the new progressive trend in store 
fronts and 
enough 


disappearing as an = architec- 
The store seems to be open 
street. 
separated 


Existing pillars are 


from the glass struc- 


store windows paradoxically 
returning to the concept of outdoor 
selling; the glass is merely a_ protecting 
device. 

This method does away with the previ- 
ously mentioned gap between outdoors and 
indoors; it does away with over-dramatized 
shadowbox display and substitutes the whole 
store, its interior, fixtures, its operation’ and 
lighting arrangement for the poster-like ac- 
tion of former window display. 

If this idea is applied to large specialty 
and department stores, an attempt which has 
not yet been made in practice, one has to 


consider all the problems involved. 





particular, the one main 


to represent the other floors 


There is, in 
problem how 


which can not well be included into this 
method of transparency. On the other 
hand the merchandise of the other floors 


will not readily integrate into the picture 
of the main floor operations. 
I see the problem—no doubt that in addi- 
tion to the front, with its open 
view into the main floor, some special dis- 
play facilities for the upstairs merchandise 
has to be provided. 

As one suggestion, it might be possible 
in most front, 


There is—as 


all-glass 


cases to use an all-glass 
both entrance, 
so as to give an unrestricted view into the 
inside, while on both ends or corners of the 
store some present type show windows may 


preferably on sides of the 


for the displays pertaining to 
the upper floors. 

This will thoroughly change the display 
techniques to be 


be reserved 


used, at least so far as 


the all-glass front is concerned. The indoor 
display will have to step in and bat for the 
window display. Ledges and aisles and 
other places visible from outside will adopt 
some of the 


but somewhat 


dramatization, 
elaboration. In- 


show window 
reduced in 
stead of telling a complete story in all its 
details and surroundings, they will be more 
ot an abstract, or a suggestion-type display 
which is less liable to distract too much at- 
tention from the they will 
have to consider the connection with the 


store interior by using elusive backgrounds 


merchandise ; 


such as trellises, perforated ledges, corru- 
gated glass screens and, in particular, well 
distributed and directed light 
part of the design. 

Such a new 
indicated by 


all of these a 


concept of display, already 

indoor displays 

used at present, will gradually infiltrate the 
[Continued on page 129] 


some ot the 
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H. MACY & CO.—the 
est department 


world’s larg 
with 300° de 
situated on one oft 


store, 

partments 1s 

New York City’s 
thoroughtares 

Here, a 


dise 1s on display 


busiest and best known 


veritable fairyland of merchan 
in a building 20 stories 
blocks 


Broadway 


htgh and covering the entire four 
34th to 35th 


(Herald Square), and extending west on 34th 


trom Streets on 
and 35th streets from Broadway to Seventh 
avenue 

Every department of this enormous store 
with endless 
wearing 


is a miniature palace arrays 


and displays of apparel, men’s 


specialty shops, jewelry, precious gifts, rare 
furniture, 
and all the necessaries and luxuries required 


perfumes, household wares, toys, 


by man or woman. 


In fact, 
needle to 


everything from a tack and a 
an airplane (not the toy 
or the complete equipment of a 

cluding cows, chickens, horses, etc.) are on 


variety ) 


farm (in- 


sale at this marvelous store. 





Display At The World's 


merchandising 
Macy's. 


business and 
evident at 


American 
genius are everywhere 
This is particularly true of Macy’s famous 
displays which are under the expert direction 
of an architectural genius in the person of 
Leigh Allen, display director, who also is a 
member of Macy's board of directors. 

\llen’s staff consists of a window display 
manager and two co-executives and an in- 
These four are top 
executives of equal rank. Under their di- 
rection there are 41 people working in the 
interior display department and 21 
in the window display department. All light- 
ing of the exhibits—both interior and win- 
dow—1s carried out by a trained electrical 
technician who is an expert on color blend- 
ing and light transfusion. There is also an 
individual stylist working under the per- 
sonal direction of the display 

All plans for final displays are perfected 
and coordinated in the office of the display 
director, who acts in the capacity of coordi- 
nator of all the display departments in the 


terior display manager. 


people 


director. 


A graduate of architectural design 
from Princeton university, Allen has organ- 
ized his staff personnel in the same way as 
he would draft a plan for a building. 

This entire display staff is a part of the 
publicity department of Macy’s, of which 
R. Neubert is the director. 

How does this display department func- 
tion? As simply as counting 1-2-3, or the 
winding of a clock. 

First, all store-wide events are tied up 
with the advertising, publicity, interior and 
Take for instance, the 


store. 


display departments. 


—Men's wear displays are an important port 
of Macy's visual merchandising program. The 
two shown above were used for a promotion of 
"Macy's Hemisphere Fashions—introducing the 


newest in Men's Sun Clothes.” At the 
lower left, for "Southward Bound" apparel. 
. . . At the lower right, "Star light, star 
bright, What shall | wear tonight?" The in- 
side of the glass bears a sketch of a con 
stellation in the style of star maps— 
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MACY'S 
JANUARY 


WHITE 
MONTH 


of January, which is the month for 
and cotton goods display. The picture 


swan floating atop a sea of cotton mer- 


lise, tablecloths, 
he focal window display of the Broad- 


a fr 
ton 
gro 
dist 
Mo 
larg 


The 


etc., (note picture), 
rank of windows. The same swan 
was used as a frieze at the top of 
olumn in the cotton goods department 
All backgrounds were aqua- 
blue in color, while all swans were 
This was the plan for displays used 
the month of January of this year. 

there is a second example which was 


store. 


familiar swan was featured by Macy's 
g the January white sales just recently 
uded, with the same motif being used as 
‘ze at the top of every column in the cot- 
,00ds department of the store. All back- 
ds were aquamarine in color. . The 
1y seen immediately above tied in with 
s Christmas theme: "Macy's has the 
+ collection of Christmas gifts on earth!" 
lisplay was recessed, with pigeons stsut- 
ting in the foreground— 


DISPLAY WORLD 


Wondrous Macy's has a display department of 62 individuals, 


headed by four executives who are responsible for all displays in 


the largest store in the world. Dividing the year into four periods 


of 13 weeks each helps keep the department running smoothly. 


part of the general display set-up for the 
Christmas season of 1945. The attraction 
in the toy department at the time was 
Macy's “Magic Bubble Fountain” where 
children could deposit letters containing 
their wishes for Christmas toys. Exhibited 
on tables surrounding this magic fountain 
were all the kinds of toys which the children 
had asked for. 

The window displays at this time also 
showed this same fountain. (Note: There 
were colored ping-pong balls in motion used 
to represent rising bubbles.) 

The financing of all window and interior 
display comes from the general budget of the 
publicity department of Macy’s—a certain 
portion of which is alloted to Allen and his 
staff. 

The display department 
vearly plan. 

The calendar for the year is divided into 
four seasons: spring, summer, autumn, and 
winter. Consequently there are four budget 
seasons of 13 weeks duration each. All main 
events in that period are listed on their 
calendar by date and event of the previous 
vear. Interior display, departmental promo- 
tion and window displays are all tied to- 
gether, the same drawings, 
backgrounds, etc., being carried out in all 
of these departments. 

This calendar plan of the year is carried 
out in all departments of the store at the 
same time. 


works on a set 


color scheme, 


Four weeks in advance of the actual win- 
dow display installations, Irving Eldredge, 
the window display manager, gets a tentative 
plan from the stylists in the store. (John R. 
Foley has just been made window display 
manager at Macy’s, after three years with 
the field artillery. 
coordinator of 
—Ed.) Two weeks in advance is the dead- 
line for tentative from de- 
partment managers as to merchandise which 
is to be exhibited in the window displays. 
Mr. Snedaker, interior display manager, car- 
ries out the same routine. 

There is a change of face every four 
weeks. This applies to all displays, both 
window and interior. 

The only exception is the window display 
of the liquor under 
Leigh Allen’s direction—where a change of 
face is made twice during every 13-week 
period. 

A special 


Eldredge now becomes 


corporate sales promotion. 


commitments 


store—which is also 


word should be included with 


By 


regard to production, execution, layouts, and 
the like. 

Original layouts are executed from draw- 
ings, architectural plans, sketches, and 
paintings. Occasionally a miniature box 
plan (stage model) is made in detail. These 
are exhibited in the display director’s of- 
fice so that all executive heads can see and 
comment on them. 

Macy’s display department produces some 
of its own properties but most of them are 
contracted for from outside sources. It all 
depends on where the display is to be made, 
what background they are to what 
lighting, and similar factors. Smaller ac- 
cesory properties for interiors are 
produced. 

The most important banks of 
which Macy’s has is on the Broadway front- 
age. These windows have recently been re- 
constructed with added depth and height 
footage and the lighting system has been 
changed from direct current to alternating 
current. The type of current available is 
very important certain types of 
lighting, colors and bulbs used refract dif- 
ferently. Also certain lights, like neon and 
fluorescent lamps for instance, will not work 
under a direct current of electricity. 

The Broadway windows of Macy’s are 
equipped with the latest lighting equipment 
available. There they use baby spots and 
floods, neon and fluorescent lamps, the 
neons giving the color contrasts. In the 


use, 
store- 


windows 


because 


LEWIS BELMORE 
New York City 


34th street windows the color effects are pro- 
duced by colored gelatine masks over spot- 
lights, thus saving time, labor and money. 

Each window of the Broadway bank is 
lighted with 24 bulbs of 150 watts each. 
These are arranged in upright rows on 
either side, behind masking pieces which 
blend into the general window displays. 
Spotlights are placed in the ceiling of the 
windows. These are flexible and can be 
used to focus attention on the different 
mannequins and merchandise on display. 
The number of spots used depends on the 
number of mannequins or the number of 
articles to be highlighted. Daylight lighting 
is controlled through “dimmer boards.” 

The finished displays which are produced 
are the results of many ideas which have 
the scrutiny and expert advice of the entire 
display staff. 

The display and publicity departments of 
Macy’s are like a happy family working in 
unison to produce the kind of display that 
sells goods. 








“Punch Lighting’ 


NUSUAL 
planned to do a display and_ selling 


display lighting carefully 
job for sporting goods is the outstand- 
ing feature of American Sporting Goods 
Company's new seven-story retail store in 
St. Louis 
This “department store for sportsmen” is 
the result of 35 years of experience in mail 
order and wholesaling of athletic goods 
Now going into the retail field with remod- 
eling of a 30-year-old building in the down 
town district, American Sporting Goods 
Company plans a million dollars per year in 


retail volume, to be accomplished largely 


through new display and presentation ideas 
Harold Siebens, president of the company, 
says that “seeing is the biggest thing in sell 
ing, and lighting is the biggest thing in sec 
ing.” Therefore when he bought the build 
ing which now houses the firm, he had al 
ready tormed certain definite theories about 
lighting which he transformed into a set ot 
stipulated minimum requirements before a 
contractor was called in 
“Display lighting where there is a large 
variety of merchandise to be considered must 
“Attract 


attention, show customers fine details of the 


deo three jobs,” Siebens explained 
item at a distance, and sell him through a 
chance tor appraisal. | think this ts pat 
ticularly true of colorful items such as sport 
ing goods, where the customer usually comes 
in looking tor one specific item Tf the 
lighting is such that other merchandise looks 
good to him, and it also pulls in passersby 
on the street, we think it highly successful.” 

On the above plattorm, Siebens stipulated 
that the new store’s hghting was to provide 
a minimum of 50 footcandles at every met 
chandise point, to do away with shadows 
and dim visibility altogether. At the same 


time he specified fixtures furred flush in the 


celling, capable 


t being operated at two 
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brightness levels with the same units, de- 
signed to follow the architectural long lines 
of the building, and finally, soft, glareless 
and cool illumination, 

By utilizing the world’s first major in- 
stallation of “Slimline” fluorescent lamps 
up to 8 feet long and providing 63 lumens 
per watt applied—the store architects were 
able to meet each of these specifications in 
American Sporting Goods Company’s pres- 
ent lighting system. This new type of lamp 
was chosen for several reasons; among them 
ease of installation and removal, cleaning 
and maintenance, the fact that fewer were 
required due to greater light output, and fin 
ally the fact that they can be operated at 
either 200 milliamperes (ma.) or 100 ma. for 
Used entirely in long, 
ege-crate type ceiling units, these 


two brightness levels. 
slender eg 
versatile fluorescent lamps have proven a 
powertul selling tool. 

Display lighting as pictured begins with 
“punch lighting” behind the 
windows on the first floor. The first floor 
ceiling 1s equipped with 17 egg-crate, 6-lamp 


immediately 


units 8 feet long and spaced in four rows on 
8-foot centers. The first five of these are 
combined with 28 spotlight type reflector 
lamps of 300-watt size, in a single row just 
behind the glass. These, with the fluorescent 
lamps, produce 300 footcandles of light in a 
plane 40) inches above the floor. This is 
sufficient to banish all daylight window re 
flections during the day, and to make the 
store front outstandingly attractive at night. 
\n electronic defroster device runs the full 
length of the windows to keep them free of 
frost and condensation, and there are no 
Thus the entire front floot 
“display window.” 


window backs. 
is the 

This “punch lighting” has one job to do, 
according to the firm 
the rest of the first floor does the selling 


stopping traffic, while 
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—The long, slim fluorescent lamps are in- 
stalled in recessed fixtures covered with egg- 
crate type ceiling units. These lamps can be 
operated at either of two brightness levels, 
as desired— 








job. Thus, the remaining 12 fluorescent 
units concentrate 100 footcandles of light 
near the front where popular football equip- 
ment, baseball items, games and_ hunting 
equipment are shown, and at least 60 to 65 
footcandtes the rest of the way back over 
showcases and display pyramids. All mer- 
chandise displays profit from this smooth 
bath of light, so strong that printed labels 
on packages at the rear can be seen easily 
from the window area. 

One of the more remarkable features of 
the circuit is the maintenance of at least 
60 footcandles in each of 46 recessed dis- 
play niches around the walls—formerly a 
fertile source of dark spots and dim visi- 


Makes Store 


bility. Siebens has eliminated this by stress- 
ing the use of two- to four-lamp_ extra 
long and standard fluorescent fixtures under 
the overhead canopy in each (depending on 
length). Thus the departmentalized displays 
are equally visible with store floor displays, 
and the passerby outside sees everything 
shown in niches as well as if it were directly 
behind the windows. 
or pools otf lights anywhere in the store. 


There are no shadows 


—A view of the building during construction. 

The effect of leaning walls is caused by the 

wide-angle lens used in making the photo- 
graph— 
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—illumination throughout the store is main- 
tained at a minimum of 50 footcandles at 
display level, while spotlights and supple- 
mentary lighting just back of the open-front 
window raise this greatly in that area— 


. 


Four more 300-watt reflector incandescent 
spotlights are mounted over the tall fishing 
rod display space on the right hand wall. 
As the photo shows, the smallest details 
of guns, tennis racquets and games dis- 
played in four niches across the front of 
the mezzanine balcony are easily seen from 
the sidewalk. 

Nowhere at any merchandise display is 
there less than 50 footcandles of light. 
nder the mezzanine area, for example, 
here guns, ammunition, hunting 

sories and the like are kept, there are 16 of 
the long fluorescent fixtures spaced in rows 
parallel to the ceiling beams, from 24 inches 
to & feet in length, and with two to four 


acces- 


One Big Display 


Each is concentrated on a particu- 
larly chosen display area, to make the most 
small items, and keeps up the 50 foot- 
candle minimum at display level. 
Slightly less concentrated light appears 
on the mezzanine balcony floor above, where 
sports clothing, shoes and team uniforms 
are featured. Eleven fluorescent units are 
spaced in four rows on 7-foot, 6-inch centers 
here, maintaining 40 to 45 footcandles over 
ll. The low 7-foot ceiling here brings 
light down close for appraisal of ma- 


lamps 


—An equivalent of 60 footcandles is maintained in each of 46 recessed display niches around the walls... . 
mezzanine balcony, where II fluorescent units are spaced in four rows to obtain 40 to 45 footcandles. . 
clearly how objects at the extreme rear are seen from the street— 


DISPLAY WORLD 


Upper floors 
are similarly lighted with combinations of 
long and standard fluorescent. On _ the 
fourth floor where wholesale and retail job- 
bing displays in large amounts are shown, 
25 of the long fixtures produce 55 to 60 
footcandles maintained, with instant start- 
ing switches for the occasional use of this 
lighting. 

One of the valuable features of 
American Sporting Goods Company's dis- 
system is the fact that by 


terials, lettering and colors. 


most 


play selling 



























By ROBERT A. LATIMER 
St. Louis 


throwing a switch, the lamps convert trom 
200 ma. to 100 ma., allowing compensatory 
illumination for bright sunny days or for 
those that are dark and gloomy. Little cur- 
rent is wasted in this way, and the lighting 
is kept soft and comforting. Another fea- 
ture is inclusion of an automatic time clock 
in the first floor circuit which permits all 
or any part of the circuit to be left burn- 
ing until a predetermined hour at night. At 
present the whole first floor system is left 
[Continued on page 116) 


Less concentrated light appears on the 
. . The view of the exterior of the store shows 
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DISPLAY version of an old-fashioned 
A sewing machine, with a_ suggested 

loom as background, made a_ highly 
interesting setting in the stretch of windows 
at Martin’s, Brooklyn, when the copy read 
“Startling Stripes! a tailored fabric given 
surprising feminine dressmaker styling.” 

A black and white theme was carried out 
by Display Director Daniel Coffey, thus 
tving up with the black white 
Constructed in the display department, the 
machine combined papier mache and wood 

all in black with the leaf design 
painted on the papier mache and thereby ac- 
centing the period of the machine 

The top and bottom strips for the 
black wood and were 
white wool. A reproduction in 
the loom also served as back 


and suits. 


gold 


loom 


were in strung with 


black 


miniature of 


and 


= 





By VIRGINIA ROEHL 


Virginia Roehl Studio, New York City 


The suit fabric 
ma- 


ground to the window card. 
was cover the spool on the 
chine and similarly the large spool in the 
from which the black and 
strung to a point back of 


used to 
upper corner, 
white 
the mannequin. 

The ballet “Swan Lake” could 
the mood for a Henri Bendel window when 
featured by Bois Smith, in 
pure white swan, 
glided over a 


wool was 


have set 


millinery was 
charge of 


sculptured of 


displays. A 


crepe paper, 


—Upper left, by Daniel Coffey, Martin's, 

Brooklyn. . . . Upper right, by Bois Smith for 

Henri Bendel. . . . Lower left, by Joseph Dultz, 

Bloomingdale's. Lower right, by Henry 

Callahan, Lord & Taylor... . (All photographs 

by courtesy of Virginia Roehl Studio, New 
York City) — 








lake of ice-blue metallic paper overlaid with 
crystal clear celluloid. Two water lilies 
were spaced on this area, which was out- 
moss covered the 
The beige tone 


lined with gray pebbles; 
remainder of the floor. 
semi-circular backwall was painted with 
green marsh grasses. Ascending off center 
was a thick vine spaced with lily pads, these 
designed of aeroplane material painted in 
tones of green. The cluster of simulated 
foliage which was suspended above the 
swan was sculptured of green crepe paper 
backed with white. The frame for the 
ballet picture which appeared on the right 
was applied with leaves of the water lily, 
the buds in the toreground. 

A spring vista was used as_ background 
by Display Director Joseph Dultz in the 
Bloomingdale windows when spring  short- 
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coats were featured. A section of a board 
fence painted white served as an espalier for 
the painted fruit tree—clusters of artificial 
apple blossoms applied at the tips of the 


trained 


branches. The white fence was 


continued on the sidewall through a paint 


job on 


orchar: 
or the 
right. 


covered 
pebbles 


of Seer 
Latti 
dow go] 
rector 
a free 
the Sa 
the ma 
the pri 
“The 
add o1 


lets- { 


the seamless skyblue paper, with 
painted on that portion 
paper making the backwall to the 
Irregular sections of the floor were 
with brown 
ind here and there were little beds 


2Tasses 


moss, 


ngs. 

work set directly back of the win- 
s gave, as handled by Display Di- 
lenry Callahan at Lord & Taylor’s, 
pring feeling to the windows. At 

time the use of two 
equins served to focus attention on 
oted fashions the copy reading 
re-armed look is the new look 
wristbone gloves and many brace- 
’s Spring.” All of the 
ed white and the niches were hung 

muslin using white wood balls as 


e balls 


framework 


also outlining the arch 


wood chips or 


niches for 





il 


—Upper left, by James Gosling, Franklin Si- 

mon. ... Upper right, by Daniel Coffey... . 

Lower left, by Henry Callahan. Lower 
right, by Hazlett Glazebook, De Pinna— 


white 
were 


ferns in urns and flowering 
spring blossoms spaced back of the 
trellis and the floor showed a baroque de- 
sign carried out in white gravel over gray 
pebbles. 

The fashion copy—‘It’s Driftwood 
—most vibrant of neutrals’ set the 
for the backgrounds in four Franklin Simon 
windows. Display Director James Gosling 
showed a wrecked boat complete with mast 
and rigging which had drifted on a mound 
of beach sand—this sprinkled with mica 
highlighted with gilt. The boat, a combina- 
tion of wood and papier mache in a weath- 


Tree 


Seige 
tempo 


ered gray beige tone, was touched off here 
and there with Realistic details in- 
cluded bits of Spanish moss, a large conch 
shell and beige and white sea gulls. White 
and lavender turther 
dramatized the display. 
“Promise of Spring 


gold. 


spots in the corners 


new galety captured 


x 


co 
v "Dees a 


By 


4 
\ We 7 


— 


in afternoon prints” was the copy for De 
Pinna windows when a “woman into a tree” 
furnished the unusual centerpiece of the dis- 
while Ogden Salmon still 
display director. The tree trunk was made 
ot papier mache in a natural tree trunk 
color, while the face was in flesh tone with 
real cosmetic finish. The braids and head- 
dress were finished in green lacquer and the 


play, used was 


arms grew into tree branches tipped with 
spring green leaves. Yellow crocus grew in 
the bank of around the base of the 
tree and the floor was filled with chartreuse 
interesting unit 


moss 


wood chips. \n 
appeared in the foreground in the form of 


accessory 
a suggested from the tree 
trunk, topped with a gold wire hand hold- 
ing a pair of gloves and with costume jew- 
elry and a scarf Back 
walls were in dusty pink (see page 110.) 
“Spring Takes Over Navy and Makes it 
Ultra Blue” read the copy lettered in red on 
a white card in Lord & Taylor windows 
The three highlighted fashions were slightly 
recessed in individual units made in the 
[Continued on page 110] 


root growing 


around the base. 
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—A recent aerial view of downtown Houston, where the Southern Display Association's 
Educational Conference and Exhibition will be held April 22-26— 


March 6, it 
a detailed, 
hour-by-hour program for the South- 


T the 


is still impossible to give 


time this is written, 


ern Display Association’s Educational Con- 


ference and Exhibition scheduled for the 
Coliseum in Houston, April 22-26. The fol 
lowing, however, will give some idea of the 
celebrities and features to greet the dele 
gates: 

Sunday, April 21. - Reception committees 
will be on hand in all hotels to welcome 
those arriving on that day. Registration 
booths will be located in_ the Rice hotel. 
Bulletin boards listing the entire program 
and events of the Conterence will be found 


in prominent spots 


—Many well-known personalities will appear on the Conference program. 
.. . Vernon Jones, manager, store planning and display department, Goodyear Tire & Rubber Company, Akron. 
. . . George W. Kadel, famous air-brush artist and teacher— 


Associates. 


Electric lighting expert. 





Monday, April 22. Breakfast (8:30 until 
10 a.m.) for displaymen; this is being given 
by an anonymous sponsor. . Opening ses- 
sion (10 a.m. until noon), with President 
Guy Malloy, Neiman-Marcus Company, 
Dallas, introducing the speakers; among the 
latter will be Coke Stevenson, governor of 
Texas; Mayor Otis Massey; A. J. Shudde, 
Merchants Asso- 
ciation and also of Shudde Brothers; John 
B. Pope, United State Office of Education; 
Lawrence Marcus, Ted Seiferth, Lewis 
Schwarz and other prominent merchants... . 
From noon until 2 p.m. there will be a special 
tour of the Coll- 
exhibits. 


president of the Houston 


luncheon, followed by a 


seum and manufacturers’ 
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Attractions 





—This memorial shaft, 570 feet high, marks 


the San Jacinto battlefield near Houston, 

where Texas independence was won April 
21, 1836— 

Wednesday, April 24. A most important 


educational and entertainment feature wil 
be a television show given in Music hall on the 
morning of the 24th—a day which will bef @! 
“Merchants’ and Manufacturers § Pr 
No other programs will be held dur-§ § 
ing the rest of this day, which will be giver 





known as 
Day.” 


over entirely to the inspection of manu-§ ¢T 
facturers’ exhibits following the television \« 

. . fe 
show. A special luncheon will be served at “€ 


noon, with the compliments of the Houstong Rv 


Among them, left to right, Tom Lee, vice-president, W. L. Stensgaard &§ —, 


...C. M. Cutler, General pre 
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By R. K. PUGH 


Plentiful On Houston Program sits 


Display Club and the Houston Retail Mer- 
chants Association. 

Thursday, April 25. The highlight of this 
day’ will be a talk and demonstration by a 
prominent psychologist on the subject: “The 
Thinking Mind.” 

In lieu of a detailed program, a list of the 
prominent people who will take part in the 
Conference is given herewith: 

George Kadel, internationally famous 





—Mrs. Gus Burghard, president, Hous- 
ton Display Club Ladies’ Auxiliary— 


air-brush artist and teacher; Tom Lee, vice- 
president, W. L. Stensgaard & Associates ; 
Eleanor LeMaire, famous store designer; 
Sue Williams, designer; C. M. Cutler, Gen- 
eral Electric Company lighting expert; 
Vernon H. Jones, store planning and display 
department manager, Goodyear Tire & 
Rubber Company. 





—An artist's conception of one section of the exhibits at the Houston Conference; 72,000 
sq. ft. of space has been reserved by the exhibitors— 


Joseph Apolinsky, Loveman, Joseph & = general SDA election will be held, also. 


Loeb, Birmingham, who is in charge of The Ladies’ Auxiliary of the Houston 
the International Association of Display’s Display Club is busily planning for the 
part in the Conference; Lolita Staines, entertainment of feminine delegates; under 
Vandever’s, Tulsa, assisted by 10 outstand- consideration are: a tour of the city and 
ing women display directors; T. A. Solo- possibly of the San Jacinto battlegrounds; 
mon, A. Harris & Co., Dallas, and his a luncheon, with possibly a style show; a 
“Gadget Museum;” Thelma Malloy, Nei- matinee party; and a_ special breakfast 
man-Marcus Company. The officers of the Auxiliary are Mrs. Gus 
M. A. Browning, distributive education Burghard, president; Mrs. L. E. Clark, vice 
head, University of Texas; Plasco G. Moore, president, and Mrs. Dorothy Paxton Giese, 
display training specialist, University of secretary-treasurer. Room 336 at the Rice 
Texas; R. J. Patterson, draping expert, has been secured for the Auxiliary’s head 
Weiss & Goldring Company, Alexandria, quarters during the Conference. 
La.; Houston Chamfer of Commerce heads; Added to the list of exhibitors published 


20 experts in all phases of merchandising in the last issue of DISPLAY WORLD are 
display ; Kd Rose, chairman of the SDA the following who have reserved locations 


Conference and master-of-ceremonies; Bert Space NN, Display Effects, Los Angeles. 
Zahn, Sherwin Williams Company, silk ... Space R, London Displays, Pittsburgh 
screen artist, and Walter M. Casey, Na-  ... Space 6, Pin-Rose Studios, New York 
tional Federation Sales Executives Club. City.... Space 7, Grimm-Lambach, St. Louis 
President Malloy will be host to a num- .. Space 9, Hugh Lyons, Lansing, Mich. 
ber of visiting personalities during the Con- Space 29, Naegele-Horner, New York City 
ference, and the SDA officers and directors .. Space R-2, Merchants Display Service, 
will hold a meeting during the week; a [Continued on page 123] 


—Among local men to greet the delegates to the Houston Conference will be Mayor Otis Massey, at the left below. . . . Seen next is A. J. Shudde, 
president of the Houston Merchants Association, and also of Shudde Brothers. . . . Second from the right is M. A. Browning, head of distributive 
education, University of Texas.... At right, Joseph Apolinsky, Birmingham, IAD program chairman— 








IKE Kutil at Morris B. Sachs on thi 
South Side provided a_- striking 
bridal scene in his series of Valen 


windows, one of which is pictured on 
lower right. The cops 
“Breathtakingly Lovely for that All- 
Valentine Wedding.” The cen 
was posed inside a bridal arch 


tine 
the opposite page, 
read: 
Important 
tral figure 
decorated with American Beauty hearts sus- 
pended with white ribbons. The rose clus 
ters had aqua leaves, and the scroll at the 
top, with the cupid, was white and aqua, 
while the “patch” base was pink simulated 
colored 


dust) 


wore cream 


bridesmaids in 


marble. The bride 


satin lace with the 


blue. 
background. 
mannequins were gardenias and orange blos- 


arrows. 


By JACK POLLARI 
Madigan Brothers, Chicago 


\ dark blue velvet curtain formed the 


The corsages worn by the 


soms. 


For eye-catching beauty in his Valentine 


promotions, “Buck” Bowen used plastic cut- 
out hearts in various shapes and sizes, in- 
terspersed and pierced with red and gold 


This excellent idea permitted 
varied merchandise treatments, one of which 
is shown on this page. The window pic- 
tured shows a figure sitting in a heart gen- 
erously sprinkled with red roses. The cut- 
out heart effect in the foreground is in 
reality another curtain of plastic sheeting, 


! 
| 


giving the display another dimension. A 
pillow on the floor is done in red_ velvet 
trimmed with gold braid, and the merchan- 
dise is all red and white. In the back- 
ground a pale green curtain was used 
against which appeared the mannequin 
dressed in a filmy pink nightgown. — Th 
the plastic reads: “Aim For Her 
Valentine’s Day February 14th. 
necktie window shows fré4 


sign on 
Heart 
Bowen's 


—The two small photographs illustrate displays 

created by "Buck" Bowen, The Hub, while ot 

the left is an interesting treatment of the 

spring theme by John T. Moss, Marshall Field 

& Co... . (Photographs by courtesy of F. A: 
Kuehn & Co., Chicago)— 
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—At the right, by Ray Bianchi, Goldblatt 

Brothers State street store. . . . Center, by 

John T. Moss, Field's. . . . Below, by Mike 
Kutil, Morris B. Sachs Company— 


sourcefulness and good merchandising 
hnique with this rather difficult-to-handle 
m. Note that while the plastic hearts 
re trickily placed, the neckties are really 
what the shopper sees most prominently. 
The background curtain is red and the 
tics shown were also predominantly in this 
shade. A scroll sign read: ‘Aim For His 
Heart—Valentine’s Day, February 14th.” 
Marshall Field & Co., in a series of four 
windows on State street, produced a very 
interesting “swing” prop made out of wood 
rope dowels twined with apple blossoms to 
put over the store’s new theme on the chang- 





ing fashion silhouette this spring. These 
windows by John T. Moss were captioned, 
“Like The World This Spring ... Fashions 


shaggy rugs are used on the floor and 
touches of pink complete the color scheme, 
such as the bow that holds the pictures and 
the circular wire flower-pot rack. Infants’ 
clothes racks were used as fixtures. Note 
the shape of the sign which represents a 
bootee and reads “H’lo Cherub, You Get 
Everything New and Oooh what Bee-yoo- 
tiful Things! Infants’ wear—Fourth Floor.” 

Ray Bianchi, at Goldblatt’s, produced a 
very feminine and romantic group of Valen- 
tine windows using a huge ruffled heart as 
the motif for all his presentations. The 
window pictured here shows a cherub soar- 
ing through a full ruffled white heart sus 
pended from the ceiling. The padded satin- 
covered heart was bright cerise and was in 
a slanting position to provide the merchan- 
dising prop. 

The apparel shown in each window gave 
a complete fashion picture for the season 
Backgrounds were in a drab olive green 





The sign reads: “Queen of Hearts—You 
and You Alone—Smart In a lovely New 
Suit and the Trimmings That Go With 
It!” 














\-Swing.” The displays were simply done, 
depending on the symbol of spring repre- 
sented by a small wood-nymph figure 
dressed in a costume formed by flowers. 
The swing was held back firmly with invisi- 
ble wires and implied a to-and-fro action 
by the mannequin. A newspaper campaign 





nsion. A with this same symbol was widely used in 
»d_ velvet the newspapers. The display effect was 
merchan- lurther enhanced by the dramatic lighting 
he back- and by the contrast of the solid black 
vas used gown to the colorful flowers. Forsythia, 
annequin branched into natural twigs, and trees pro- 
vn. = The vided additional spring atmosphere. 

For Her lield’s window on the corner of State and 
ary 14th. Washington promoted a complete infants’ 
yws rea ensemble from safety pins to furniture. In 


r to give the display a human interest 
tou-h a nurse is seen entering the room and 


displays s“overing the two older little girls viewing 
while at the new member of the family with great in- 

of the terest Baby-blue checkered wallpaper is 
all Field Use| on the walls, which blend with the 
of F. A. ra kled finish of the suite of furniture. The 


m-made basinette is also blue. White 
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by Louis Gehring 


Display Designer and Consultant 
New York 


Arrangement: The month of May recalls to mind a very 
special event—Mother's Day. This display consists of 
a definite central unit. 


, 


Properties: A break in the paper background reveals 
mother in the guise of an angel. The ends of the paper 
are curled back. A ribbon streamer reads: ‘Mother is 
an Angel!'' A selection of Mother's Day greeting cards 
is suspended by ribbons. A wide assortment of gift ac- 
cessories is displayed throughout. 


Arrangement: Spring is outdoor time and the de- 
scriptive caption ‘Signs of Spring'’ beckons all to 
the road. This display consists of a single unit 
with accompanying mannequins. 


Properties: Sign posts reveal a series of state high- 
way and route numbers. Leafy sprays decorate 
the posts. Avsingle automobile tire, painted blue, 
is flanked against one of the posts, and the copy 
card flanks the other post. Accessories including 
shoes, gloves, and bags are displayed on sign posts 
and on the floor of the display. 


MARCH, 


Arrangement: The month of May ushers in a grand 
display of spectator shoes so indispensable to the 
spring and summer wardrobe. This display is made 
up of a single unit. 


1946 


Properties: A May pole entwined with sprays of 
spring flowers is suspended by colorful ribbon ' 
streamers and a wide selection of spectator shoes 
is displayed around the pole. Gloved hands ‘ex- 
tend upward to hold the shoes. Caption on copy 
card might read: "'It's May-time for Spectators.’ 
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COMING UP 


1946 


Arrangement: Three units are noted in this window 
of men's furnishings. The arrangement is pleasing 
and holds interest. 


Properties: A large tree stands in the center back- 
ground, flanked on either side by coat forms. A 
camera is suspended in mid-air and its focus lines 
are made visible by the use of @ inch black cello- 
phane strips pasted to the window. A sloping 
platform is placed at an angle, and the copy card 
bears caption: ‘Snap Shots of Spring." 


Arrangement: This men's window consists of two 
units. The mannequin helps to balance the dis- 


play. 


Properties: Large graceful palms are outlined 
against a yellow background and at the foot of 
the mannequin a big bamboo pole is placed at an 
angle. On both these units are displayed men's 
straw hats, the first of the season. Large copy 
card against the pole reads: "Comes May—and 
Straws go to your Head!" 


Arrangement: Here is an attention-compelling dis- 
play creating the perfect atmosphere for the type 
of shoes promoted. It is made up of various ele- 
ments combined to form a single unit. 


Properties: ‘Craftsmanship in Leather’ might be 
an appropriate caption—craftsmanship as found 
in the early days of Old Mexico. The props which 
make up this display consist of a fence and a sad- 
dle from which the display receives its caption. 
A cowboy astride a broncho is suggested in the 
background. The copy card is prominently dis- 
played above the fence. A sloping platform dis- 
plays shoes and hose-forms. 





By HERB CROSS 
"Dick" Whittington Studio, Los Angeles 


OUTHERN Calitornia displays have 

been benefited by shortages, tor, as 

the maxim goes, ‘Necessity is the 
mother of invention’—and certainly our dis 
play people have developed a new approach 
to the job.” So says Eddie Behme, display 
director for Joseff, Beverly Hills. 

“In 1941 and ‘42 when it became a cold, 
ubiquitous fact that a real shortage problem 
was at hand and that the need for better 
than-ever display was pressing, a change to 
the ‘Left,’ let's say, became apparent,” con 
tinues Behme. “For instance, stores form- 
erly using three and four mannequins to a 
display could no longer spare the = mer- 
chandise so they began to show simpler 
units. By so doing, a more concentrated ef- 
fort went into presenting a concise fashion 
story to the customer who usually was con 
fused by over-display. Displays all ove 
began to improve. 

“Color, line and mass, the basic clements 
of design, were brought into display 
tionship for the first time in many 


A leniency was felt since merchandise men 
relaxed old rules that shackled good ideas. 
What we began to have was ‘display in a 
new era. But profiting from any situation, 
intentional or otherwise, is important. 

“Logically presented displays call for a 
minimum of copy. Truthfully sizes, color, 
guarantees, factual data, prices and _his- 
tory are all relatively unimportant if the 
display has eye appeal. Sell an establish- 
ment and an ideal rather than an item; it 
pays more in the final figures. 

“A restoration to the former ideology 
would be a step backward. Smooth, stream- 
lined display is the only way to reach in- 
telligent active people. With new thinking, 
new materials, and a new public the display- 
man has a new era to meet.” 

Getting on to the displays pictured here, 
the first is by Harvey Pettit for the J. W. 
Robinson Company, with sports wear as the 
featured merchandise. ‘Leading the Sports 
Field” was the showcard caption, and the 
message went on to say: “Bare Coverage 
in Various Versions.” Six windows were 
used in this series, all with the same general 
treatment. Perhaps the most interesting 
thing about the displays was a_ recessed 
shadowbox arrangement across the upper 
center background. In three-dimensional 
effect within the shadowbox was a Mexican 
panorama showing a cart, burro, palm trees, 
cactus and clouds. This was in white. 


picked out by the spotlighting used tor 


—Above, by Harvey Pettit, the J. W. Robin- 
son Company. .. . At left, by James David 
Buckley for Hunt & Winterbotham, Beverly 
Hills. . . . (All photographs by courtesy of 
"Dick" Whitttington, Los Angeles) — 
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-At the right, by S. E. Thompson, The May 

company (downtown). . . . Center, by John 

Milton, Mullen & Bluett. . . . Below, ‘Sugar 

hag,’ by Ray Fertig and Frank Clendenen, 
Foreman & Clark— 


illumination, against a dark blue back- 
ground. The only other props used were a 
palm tree and a chair on which accessories 
were shown. 

mes David Buckley, who did such 
splendid display work for Saks-Fifth Ave- 
nue here, for the same firm in the Detroit 
store, and for several firms in New York 
City before the war, has returned from 
service and is engaged in free-lance display 
in this vicinity. The second display pictured 
is his work, this being for Hunt & Winter- 
botham in Beverly Hills. British woolens 
were on view, and the story behind the dis- 
play was told by the showcard: “Glad Lad 
with a Plaid. ... It’s Been a Long, Long 
Time!’ The armored figure held bolts of 





loth, while blwe-jays and other birds pulled 
aw at tape-measures, stood on_ the 
t's shoulder, or peeped from the open- 

ng ot his visor. 
lhe third window pictured, that for “Ad- 


venture in Fashion . .. in a Nose-Gay 
at 

Prit is about as starkly simple as a dis- 
can be. All the fashion windows of 


he May Company (downtown store) used 
theme, the word adventure standing 
bold black letters on the white back- 
aT |. S. E. Thompson is display manager 
store. 
m the Admiral to You” was the show- 
essage at Mullen & Bluett when John 
display manager, presented “Byrd 
as pictured in the fourth illustration. 
ackground portrayed a street scene 
nd is done in dark blue, slashed with 
hit. streaks to represent rain; this effect 
pplemented by white string stretched 
tigh from ceiling to floor for the same 
A silhouette of Admiral Byrd was 
d within a circle flanked by wing- 
jections. The only display property 
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used was a gnarled tree limb against which 
was draped a coat. 

Ray Fertig and Frank Clendenen are co 
display managers at Foreman & Clark, and 
the final picture shows their display for 
“Sugar Shag’—these words being spelled 
out in lump sugar in the foreground. The 
showcard copy read: “Sugar Shag... Out 
of this World Flatterer in Sugar-White or 
Candy-Pink.” <A large natural bough laden 
with spring flowers extended from the uppe: 
foreground into the display. 

Not pictured here, but worthy of special 
mention, was a recent display by C. E 
Tinge, display manager for Eastern Colum- 
bia Department Store. For a window of 
footwear, Tinge used an old, broken wagon 
wheel slanted against two tumble-down rails 
of an old fence; several shoes rested on 
the wheel, while others were displayed in 
pairs throughout the window. Against the 
background were two large yucca spikes. 
The showeard copy read: “Winter Sunshine 
Fashions—Pace Setters for Spring—Nunn 
Bush.” 

















DISPLAY WORLD MARCH, 1946 








—The building boom of the late '20s produced a rash of ‘'Modernistic'’ decoration. Based 
on the geometric triangle and circle, nobody really liked it. (Photograph at left, by courtesy 
of the Museum of Modern Art, New York.) . . . Until the modern concept of the functional 
building arose, it seemingly occurred to no one that the design should suit the use of a build- 
ing. It hardly seems necessary to build an imitation ship to sell gasoline. (Photograph 
by Ewing Galloway, New York)— 






































An Outline O 
Modern Design 


By CHRIS RITTER 
Displays, New York City 


The author, a graduate of the University of Kansas, studied painting at the Art 
Students League, New York, and the history of art and architecture at Columbia. 
A former art instructor at Hunter college, he has been exhibited widely in one- 
—The Hunter college building, New York, is man shows, group shows, and permanent collections at the Metropolitan 


llent | f the | ‘ ‘ ‘ 
building "ie aan an taints museum, Museum of Modern Art, Chicago Art Institute, National Gallery, etc. 
by the necessity of using a stock frame. 


(Photograph by Ewing Galloway, New York)— 












ART 1] The Background: Archite group of Italian artists around 1914 to designs cocktail shakers, alarm clocks, 
Pp ture Picasso, Braque, Mondrian and describe their efforts to suggest the motion cafeterias, furniture, what not. Nobody i 
other artists, working away in their of objects, in painting. It had nothing liked it. Comparatively crude, heavy, and 

Paris studios a generation ago, probably whatever to do with modern design. “Mod- cluttered, it, properly speaking, is modern- 
didn’t realize just what they were starting ernistic” should never be used today to de- _ istic. 
“That awful modernistic art!” has been a seribe modern design. The ending ‘“-istic” Streamlining, too, is a much abused 
term of derision to the public ever sincc on a word means “in the manner of” or term. When man’s speed was limited to 
[It is only recently that “Modern Design” “in imitation of’—in this particular case a that of the horse, wind resistance was not ‘ 
vith a fanfare of trumpets and a roll of | prototype. Twenty-five years ago, when the a problem. The picture is somewhat changed bs 
drums on the radio has offered us the modern movement was in an experimental today with the train and the automobile- 
streamlined cigarette and the mechanical stage, designers tired of endlessly copying man-made objects traveling at great speeds 
pencil of tomorrow styles of the past. Too, they were getting Wind resistance is a problem. So_ th 
What is this modern design that we are new materials to work with. So they designer of these rapidly-moving objects 
roing to work with and live with the rest sought new forms, new ideas. They began has streamlined them—he has withdrawn 
f our lives to use geometric shapes, in preference to into the main housing all external protu- 
In the first place, it isn’t “Modernistic,” nature forms. Cubist painting, reducing sions that might offer resistance. The re 
it isn’t “Futuristic,” and it is only occa objects to facets of triangular shape, fur- sult is a sleek, uninterrupted form. It is 4 
sionally streamlined. The word “Futur nished a starting point. And so in the 1920s little difficult to see why a cigarette or 4 ¢ 





istic’ came from a term adopted by a small we broke out with a rash of “Modernistic” window display should be “streamlined, 
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hut the word caught the fancy of the public 

id is applied to any simplified design. 

[he term “modern,” then, is the 

e we have yet adopted properly to de- 
scribe the contemporary style. And_ this 
stvle, described by that term, implies more 
than an unthinking and haphazard use of 

few weird shapes in a display unit. Mod- 
ern design as we use it today follows cer- 
tain definite characteristics, arrived at for 
definite reasons in the 35 years or so of its 
evolution. 

Just as our buildings are the background 
for our activities, so architecture furnished 
the background for modern design in indus- 
trial objects and display. 

We are all familiar with the great build- 
past ages, the Greek and Roman 
temples and the Gothic cathedrals. Our 
own architects, wishing to duplicate them in 
size, considered building a skyscraper as the 
Gothic cathedrals were built, of cut stone. 
It didn’t work. A roof 300 feet in the air 
was so heavy it took walls 15 feet thick to 
hold it up. Using street level floors for 
retail purposes and cutting windows through 
them was an unsurmountable problem. 

These great primary styles of architec- 
ture of the past had each evolved from the 
use of a new building material or a new 
way of using a material. The pointed arch, 
for instance, furnished the aesthetic motif 
for a whole range of Gothic decoration, but 
it was first used to simplify a problem in 
vaulting. It took a century to develop, and 
then persisted for five centuries. 

Modern architecture fair to rival 
the Gothic in prolonged world-wide popu- 
larity. It is based on the use of an en- 
tirely new building material, a new way of 
using that material, and consequently a new 
design. The new material, 


only 


ings of 


bids 


con eption of 


—Cars like this 1910 Packard didn't go fast 
enough to need streamlining, but they fitted 
in with the times and were in keeping with 
the general trend in design. . . . Speed stream- 
lined the automobile, as seen in this 1946 
Buick, and gave designers new ideas and 
shapes for objects that did not need stream- 
lining. The body has the characteristics of 
a housing stretched tight over a frame 

similar in that respect to the modern build- 
ing. (Photographs by Ewing Galloway, New 

ork— 
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of course, is steel for the framework of 
the building. 
The designer of the large stone building 


(not to be confused with its modern imita- 


tion built on a steel frame) began with a 
concept of a huge pile of stone which he in 
effect carved into a building. Free stand- 


ing columns, a great arched doorway or a 
pediment, mouldings, balconies, carved 
decorations on a balanced facade, and holes 
punched in the walls for windows gave it a 
feeling of massive grandeur and stateliness. 
But built on a steel frame a modern build- 
ing can be a hundred stories tall and still 


require walls only a foot in thickness. The 
steel frame supports the entire weight of 
the building and the walls are merely 


screens hung on the frame to keep out the 





weather. The concept of the design changed 
from one of designing mass to one of de- 
signing space; that is the first charac- 
teristic of modern design. 

Secondly, the 
symmetrical. 


building is not 
buildings were 


modern 
The stone 
constructed around a central axis, balanced 
on either side, which added to their feeling 


of weight and grandeur. The steel frame, 

















































—Above, composition in white, black and red, 
by Piet Mondrian. . . . Left, "Bird in an Aquar- 
ium," by Hans Arp. Today we are getting 
accustomed to things like this, but these two 
artists began doing them 25 years ago in 
Europe. Arp was probably the first to use 
the irregular shape so common in display to- 
day, and Mondrian's painting influenced mod- 
ern buildings with their rectilinear pattern. 
(Both photographs by courtesy of the Museum 
of Modern Art, New York)— 


with its orderly rows of columns like fence 
posts, required a regularity in the spacing 
of the various elements. Thus the designer 
has a series of vertical and horizontal lines 
to arrange into an attractive and workable 
design. It is the arrangement of these ele- 
ments, the doorways, windows, and _ step- 
backs, which he depends on for a distinctive 
design, rather than applied ornament such 
as wreaths of carved stone or jig-saw wood- 
work. 

Strange as it sounds, 30 years ago the idea 
that the purpose for which a building was 
intended (or anything else for that matter) 


should govern its design was a startling 
and radical one. A Roman bath was built 
for a railroad station, and if trains could 


get in and out of it, it was practically just 
a lucky accident. A fake Gothic church 
was designed for a school building, and 


[Continued on page 86] 
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—Dresses are grouped in price and size clas 
sifications by a novel display treatment in the 
Swiss store where this photograph was made— 


size sun glasses, sailboats and similar prop- 
erties were used, plus palm leaves done in 
green and chartreuse, and vari-colored fish 
net draped across the facade. Behind the 
seated figure is a large papier mache sun 
finished in natural colors. 

With the “month of roses” 


brides and 


Looking At Interiors 


HE first illustration shows plainly that 
the idea of grouping dresses in easily 
determined size and price groups 1s by 

feature with some 


no means an exclusive 


American stores. This interior view is from 


a store in Switzerland, with a_ typically 


irregularly shaped curves 
these curves are 
with the light 
While the 


phe rte raph, 


ust Ol 


treatment; 


Kuropean 
to top off the 
in a dark 
finish of the 


tone to contrast 


board 


framework 
solid in the 


slats 


framework appears 


actually it 1s made ot with 


them The 


openings 


between same material torms 


the flower boxes placed between each. size 


division. A relatively low level of illumi- 
nation and old-fashioned light fixtures are 
immediately apparent to the observer. 

In contrast to the lighting mentioned 
above, consider that used by Neiman-Mar 
cus Company, Dallas, where Guy Malloy is 
display director. illumination 
sources, interspersed with flat fixtures for 
lighting, make each item of 
chandise_ easily comfortably visible 
This display setting used by Malloy 
for a “Winter Vacation” shop, and similar 
treatments were used elsewhere throughout 
the department surf boards. giant 


Recessed 


indirect mer- 
and 


Was 


Bicveles, 


—Below, the first display is from Neiman-Marcus Company, Dallas; Guy Malloy is display director. 


ager, the Wm. H. Block Company, Indianapolis— 


setting by Jane 
display manager for the 
Company, Indianapolis, is 
The display tied in 
“Bride's 


coming up, this bridal 
Collins, interior 
Wm. H. Block 
especially interesting. 
with the store’s promotion § of 
Week,” for which this slogan was used: 
“From this Day Forth ... It’s Block’s for 
Brides.” The garden wedding setting used 
cut-out wallboard flagstones, painted in 
natural colors, and with a white, ornate iron 
bench at the left. Showcard copy read: 
“Married at Noon in White Net Her 
whole Trousseau Planned by Block’s Bridal 
Consultant.” 


Right, by Jane Collins, interior display man- 
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The Fabulous 
Flea Market 


By SOL KAMENSKY 
J. A. Kirven Company, Columbus, Ga. 


The wondrous Flea Market, where First Empire and Early American 
rub shoulders, is a spot virtually unknown to most of the displaymen 
who visit New York in search of ideas and display properties 


T’S at 1003 Second avenue, New York 
City, it’s called the Flea Market, and 
it’s really quite a place. 

You might call it an antique shop—but 
somehow, the imaginative people who 
dreamed it up can’t be relegated to the posi- 
tion of doddering collectors of dubious 
taste. It’s also a decorating house—and 
a blessing, too, for display people trying to 
find the dramatic, the unusual. Ten years 
ago the proprietor, Elmo D. Avet, a display- 
man himself, opened the shop with one chair, 
one table—in fact, one of everything—and 
now there is much of everything and it’s 
almost staggering! 

But let’s go back to how the whole thing 
started. In January, the Directoire  in- 
fluence in spring fashions seemed to be an 
important promotional facet of the complete 
spring fashion story. So we determined to 
echo that particular influence. Since Em- 
pire furniture would graphically dramatize 
the elegance of this revival fashion, we de- 
cided to investigate the heralded Flea 
Market, tor vaguely I remembered hearing 


lait Glen 


that they specialized in decorator type an- 
tiques. An added incentive, to me at least, 
was the equally vague belief that they were 
also supposed to be very chic and smart. 
So the Flea Market it had to be and was, 
and | had a wonderful time and a success- 
ful visit too. 

It's right on the corner of 53d street and 
Second avenue, and not too hard to reach. 
I walked in and knew that I'd come to the 
right place. The first floor is sandwiched 
in with all sorts of chandeliers, lamps, 
clocks: some very fine, some sert of won- 


derful, some amusing, some absolutely : 
only to be enlightened, we  displaymen 


should be exposed to their concept of decor- 
ation. Certainly it’s unorthodox, but defin- 
itely fresh and imaginative. 

On the first tour there were many pieces 
| spotted that would be naturals for dis 
play—some Empire chairs, which  unfof- 
tunately turned out to be First Empire and 
quite expensive, wonderful Recamier sofas, 
lacquered Victorian secretaries inlaid with 
mother-of-pearl, and amusing Americana. 
But it would be impossible to catalogue this 


corny, but all fun. 

The sales staff seems to think that cus- 
tomers should be let alone and I was, with 
the exception of being told that there were 
four floors and that I could look around. 
The tour floors, erammed with furniture 
and accessories, were connected by a rather 
precarious stairway with a decided list to 
port. In the rqom set-ups on these floors 
were combinations of different schools of 
thought in furniture and decor, and, if 


apparent confusion. 

After canvassing the four floors and de 
scending the same stairs I thought | had 
gone up, | somehow found myself outside om 
chair and the prop shown in the other photo- Second avenue all over again! So “hel 
graphs is unknown, either might well have again it was back inside with the bel 

come from the Flea Market, too— [Continued on page 108] 


—The chairs used in the displays pictured in 
the two upper illustrations were picked up at 
the Flea Market. While the history of the 
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MADISONIAS 


peti Sewices 








ON YOUR PREMISES... 


Skilled. craftsmen will refinish your manikins 
in your store...using the special materials 
and equipment developed for this purpose. 
Madisonia makes it possible to have your 


manikins refinished ... and back in use... within 





24 hours ...this service includes new wigs... 


summer and fall schedule now being arranged. 


IN OUR FACTORY... 


Your manikins are completely overhauled... 
all cracks and breaks repaired... resprayed 


.new makeup...new wig. 


2 weeks delivery...shipping crates furnished. 


WRITE FOR COMPLETE DETAILS AND PHOTOGRAPHS 


MADINONTA 


FLORENCE and GILBERT LAURENCE 


164 WEST 25" STREET - NEW YORK CITY 1 





MAKEUP 


America’s Largest Manikin Refinishers 


“Calexico 


Colorama 


By ARTHUR C. BROWN 
Hale Brothers 
San Jose, Calif. 


Colorama’’—tashions — by 


ALEXICO 


air—a completely coordinated fash 

ion presentation of spring and sum 

mer Was participated in by 

70 department stores simultaneously through 
out the United States during January. 

When Hale Brothers’ Calitornia 

selected to 


San 
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trims. 

to the 


[inc Ss 


were delivered 
participating \merican Air 
thereby making it possible for the 


CT 


stores 


“Fashions by 
by 
xpress, 
1ew 


ali 


customer to purchase these fashions a 


hours atter they leit the fingertips of (¢ 


fornia’s foremost designers 

The 
Calitornia manutacturers required a vear ot 
to the 


Colorama™  tashions, 


close Coop ration ot 17. Southern 


planning in ordet create color 


drenched “Calexico 


which included everything from turbans to 


“shoes, daytime and sun-back dresses, sports 


wear, accessories, SWimhWeal and evening 


with something distinctive for ever, 


l he 


shown 


ZOwns, 


department swimwear and 


the 


evening 


gown are in accompanying 
photos 

All 
manner from inspiration 
Old Mexico printed 
jersey The prints reflected old and modern 
lite \ztec In 


colortul 


the California 


Ot 


items were created 
the 


and 


inl 
dramatt¢ 
were on ravon 
from 
othe 
symbols, interpreted into radiant resort 
clothes 

to 


Mexican motifs taken 


dian pottery, fiestas, and 
springtime 
displays more au 
the 


were 


order make 
and 


Mexican Travel 


In oul 


thentic interesting, posters from 


Bureau, Mexico City, 





o 


i 


the window backgrounds. A local 


curio 


used 


Mexican 


on 


shop was contacted and 


native wares secured tor display props 
Pottery, baskets, hand-carved and decorated 
wooden vases and trays added color to these 
already bright displays. (The Mexicans 
to people who know 

compound vegetable dyes 

the of oil 


Colortul, too, were large bouquets 


are 
how 
palit 
ver\ 


said be the only 
to 
that 


vivid.) 


into a 


has appearance and is 


of pampas grass and mullen stocks sprayé 


the colors found 


The 


in 
cream-colorec 


in the 
1 imitation 


fashions. 
adob« 


Wa 


sections in each window, and the straw 0% 
the 


served 
needed. 


ered tle OTS, 
where 


our 


plays 
On fashion 
main aisle display. 
[Continued 


to 


floor 
were used as dress form platforms 


tone 


four 


down 


colorful 


ir 


dis 


carts 


oul 


These were construct 
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Looks yor Telia Mark 


QUALITY! 


ie i Tel 













display creations y 





Consistently . . . through almost two decades Famowr 6 


of leadership in the field... GUSTAVE RUBNER 

has set the pace with his original creations in % PLUSHEEN 

* FOIL CLOTH 

% GRAVEL CLOTH 


fabrics and papers for display purposes. Just 
‘ as unique has been the GUSTAVE RUBNER 


policy of volume selling through jobbers and 
distributors only. This streamlined policy has * JEWEL CLOTH 
resulted in definite price advantages to the % SPANGLETTE PAPER 
| ultimate consumer. A fact borne out by the % SNOW PAPER 
| nationwide praise and acceptance of the xe CRYSTALLINE CLOTH 


GUSTAVE RUBNER quality line. 








: rf v4 
i ns é y La 
HERE ARE JUST A FEW OF Gown AN OUTSTANDING DISTRIBUTORS 
s spraye disploy creations 7 


1S. ‘ Member 

dobe wa cease aaaaliaeaaa 
ee om SYLVAN COHEN DISPLAYS JAS. A. COLE CO. GARRISON WAGNER CO. ) aan IT 
vie San Francisco, Cal. New York St. Louis ] \ 
yrful carts ) NA) y 
as for ov DAZIAN’S, INC. MAHARAM FABRIC CORP. y ) 
onstruct New York, Chicago, San Francisco New York, Chicago, Los Angeles ccnmnninatiiioes 


PRESENTATION 


) © GUSTAVE RUBNER, INC. 


Display 
In 


olombia 


By WERNER McHELDBERG, 
The Metropol 
Medellin, Colombia 


—Displays at Cia. Colombiana de Tejidos, ''Col- 
tejer,", Medellin, Colombia. Modern display is 
a comparatively newcomer to this second largest 
city of the country, but since its inception a few 
years ago many stores are following suit, es- 
pecially those whose new buildings have been 


erected recently— 


OGOTA is the capital of Colombia. It 
B is a modern city of about 350,000, lo 
cated on a plateau 8,000 feet high 
Medellin is_ the 


Colombia and is the capital of the state of 


second city im size in 


Antioquia. It lies in a beautiful valley sur 
rounded by high mountains, and is the in 
dustrial city of Colombia. All the large 
textile mills are located here and two of 
these companies are building large offices 
buildings in the center of the city hey 
will have display windows 5 meters long and 
3 meters high. There are a number of new 
buildings in Medellin, all of modern archi 
tecture \mong these, a drug store called 
“Aliadas” and a department store named 
“La Primavera” have large display areas 
made in the tropical style with four win 
dows 

When | Calli to Medellin about 3 Vears 
0 there were only two windows with mat 
The other 


with a thousand different things and had no 


nequins windows were filled 


display style or selling appeal whatsoevet 
“Aliadas,” was the first 
in Medellin to realize the value of prope1 


display and to contract for professional dis 


The drug store, 


The resulting windows were so popu 
received such favorable comments 


al press that a number of concerns 
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iy 
1 i 


immediately realized the advantages of pre- 
senting their merchandise attractively. 

It has been very difficult to get display 
materials, but now with the termination of 
the war we hope to see a change in the situ- 
ation 

There is only one studio in Medellin, The 
Metropol, offering display service at present. 
We have contracts with all the best stores 
and hope to offer service to the other cities 
in Colombia as soon as transportation and 


the arrival of display materials permit. 








We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general con- 
sultation on display problems. No 
charge is made for this service, of 
course. 
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OUR NEW LINE 


of Spring and Summer fabrics has won the enthu- 
siastic approval of discerning buyers everywhere. 


SEE IT NOW AT OUR SHOWROOMS 


or at the 


Houston Display Conference and Exhibition 
Beginning April 22nd 


Delplay Fabrics ant cthecessovwes 


WEST 47% STREET, NEW YORK 19, N.Y. 
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Harzfeld's, Kansas City At the right, by Isobel Worsley, Seidenbach's, Tulsa— 





—Immediately above, by John R. Sims, 





HESE displays come from three dif- 

ferent stores in two relatively close 

communities—Tulsa and Kansas Cit) 

ere Nn ere At the upper left is one of a group of win- 
dows having the same theme and used by 


John R. Sims, Harzfeld’s, Kansas City, in 






















his usual colorful manner. Blackamoors, 9 
feet in height, were cut from wallboard, 
painted to match the merchandise on display, 4 


and stood on wallboard columns with a dry- 
brush finish. Each cut-out figure held an 
elaborate box, and gold cut-out labels—in 
this instance the word “Tula” — _ wert 
placed on the gray showcards. White string 
rugs were the floor covering for each win- 


—This display is by Ken Worsley, Renberg's, Tulso— 


dow. 


Isobel Worsley, who is display directo! 
for Seidenbach’s, exclusive specialty shop 
in Tulsa, did the display seen at the upper 
right for “Soap ’n’ Water” fashions, witl 
“Judy ’n’ Jill” perfumes as accessories. The 
window was for the store’s “Young Miss 
Tulsa” shop. An ice-cream parlor chat! 
was covered with the same pink and _ black 
fabric used for the frock, while the top and 
sides of the window were framed. in_ the 
same material. The bird cage was in black 
and held a small pot of ivy. 


NEXT Danced 
15 Minute; 


At the left is a window done by the othe! 
half of the Worsley display team—Ker 
Worsley, for Renberg’s, also of lulsa 
While this window nrade a tie-in with a 10 
cal rodeo, such a setting is eminently pra 
tical for all types of sportswear. This 
store, while destroyed by fire not long ag' 
is expected to reopen soon 
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DISPLAY 


...on and off the record 



















—Guy C. Bowen, whose nick-name is ‘'Buck," is the man 

sitting on the car's fender after a hunting trip in South 

Dakota; the pheasants decorating the car top are proof 

of the pudding. Bowen is display director for The Hub 
(Lytton's), Chicago— 





+ and as- —At one tim 


e Russell Kehrt, who has 


Lines, formerly artis 





; hn T. Mackey 2 i charge of displ : : 
eae 3 sale Battle Creek, Mich.. nati specialty < ad Jenny's, Cincin- 
a ee" ‘oined Jacobson Stores, Inc., ing school with the | earns © dane 
oases city, where she — be in Kehrt. They still ens ae =. 
vadlb-wee isplay— i vent lost j 
charge of art work and display in the art, although producing pan 


poe ; : 
u ne displays leaves little tim 
or anything else— , 


—Members and guests of the Dallas 
Fort Worth Display Club were enter 
tained recently by Marshal E. Moody 






ly a few miles from the 








—tLiving on difficulty 
Rockies, M. L. none ah geet “ee who operates a display firm in_ the 
o 9g former city. Pictured here are Guy Mal- 







i i lent 
pliner, Bt me which his wife ond 
two young sons accompany “o — 
ley has been with Fahey-broc 
for the past 15 years— 


loy, Neiman-Marcus Company, ahd 
president of the Southern Display As 
sociation; Moody, and R. E. Moriarty 
Sanger Brothers, and co-president o 
the twin-city club. All are of Dallas— 










Denver, 











—The breeding of fine 
English bulldogs is the only 
hobby of H. M. Bush, dis- 
play director for Zachry's, 
Atlanta. Pictured with 
him is "King Cotton"—a 
seven-month old example 
of the kind of dog found 


in his kennels— 
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W.M. ZEPPEN-FIELD STUDIOS 


Designers and Creators of 


= HOLLYWOOD MANNEQUINS 


923 North Cole Avenue, HOLLYWOOD 38 
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A wide variety of new display materials for 
the comparatively near future is visualized 
by the author in this address given before 
the Detroit Display Club—plus sound rea- 
soning on why display's part is so impor- 
tent 


in the nation's economic picture. 


Display’s 
Tomorrows 


By PETE SCHOTT, Vice-president 


American Fixture & Mfg. Company 
St. Louis 


N my 

be the 

limited 
ment of progressive thinking, for “imagineer- 
ing’ and for the elevation of display to the 


years will 
Un- 


develop- 


next five 
greatest in display history, 
opportunities for the 


opinion the 


] 


ugh level of recognition and support which 
it so richly deserves, will be present to a far 
greater degree than in any previous half- 
decade 

The position of display in the industrial 
picture five years hence will depend on the 
extent you men and women in the display 
profession and we of the display manufactur- 
capitalize on the present op- 
must determine to 
figures and that 
to take its rightful place 
alongside of radio, newspaper and magazine 
advertising, 


ing industry 
portunity. Together, we 


prove with facts, results 


display is ready 


sale of 


television and salesmanship, as 
a major means of 


stimulating the 
goods and maintaining the flow of merchan- 
dising at full tide. For, in my opinion, it is 
that in manufacturing and 
vou in distribution do somehow succeed in 
flow of all types of mer- 
chandise at full tide, our national economy 


true unless we 


maintaining the 


Is going to suffer a blow from which it will 
not recover 

1 am too much of a realist to accept the 
somewhat popular notion that we are about 
to enter upon a perpetually idyllic postwar 
where citizen will have a 
helicopter, live in a suburban dream house 


existence, every 


and require only the pressing of buttons to 
have electrical servants do all of his work 


The job of pushing up our national income 


(unless you want to do it by paper money 
inflation, which won't do any of us any 
good) from 83 billion dollars, our greatest 
prewar income—in 1929—to the 150 billion 
which our politicians and economists now 
tell us we must have to insure jobs for all, 
is a tremendous task to which every segment 
of our national life will have to contribute 
its utmost effort. Too often we forget, or 
we do not wish to remember, that to provide 
the fat pay envelopes enjoyed by most work- 
ers during the war period, your government 
had to from future generations— 
your grandchildren and mine—the stupen- 
dous sum of 218 billion dollars—on which 
it collected in taxes and respent an addi- 
tional 138 billion. That source of income 
payments is probably no longer available to 
us, as We must now stop borrowing—because 
the government debt today alone is more 
than twice the 1929 long term debt of the 
entire country. This 1929 debt, incidentally, 
included the mortgage debt of all farms, 
homes, buildings and stores, the bonded debt 
of all railroads, public utilities, industrial 
and commercial corporations, the net debt of 
every county, city and village in the country 

the debt of all the 48 states, plus the debt 
ot the government. itself. All combined, 
however, amounted to only 116 billion dol- 
lars in 1929, less than one-half of the gov- 


be rrow 


ernment debt alone, today. Back in 1933 
when the government started its definite 
spending program the national debt was 


only 21 billion. 


I have injected this bit of economics to 
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emphasize both the responsibilities and the 
opportunities that lie before us. Someloy 
we must find the way to keep all of ow 
people employed, including the millions o{ 
servicemen and government employees who 
are switching to civilian payrolls. And some- 
how we will have to work our wonderful eco- 
nomic machine harder than we did 
during the war, so that we can create enough 
income and earnings to take 
without counting on government borrowing 
and spending of still additional billion: 


even 


care O1 us 


Visual selling has a big task ahead in 
helping to make possible the enormous turn- 
over of goods which we must have in order 
to achieve this goal. 

Because of multiplied savings and a tre 
mendous pent-up demand for every type of 
product, our ability to consume goods great- 
ly exceeds, for the moment, our ability to 
produce them. Let us not, however, be 
fooled by surface indications. 
has dramatically shown how enormous our 
ability to produce really is—and just as soon 
as industry and trade satisfy the more 
urgent portion of this pent-up demand, com- 
petition is going to return to the business 
arena in a big way. Our problem is whether 
display will be able to attain and maintain 
the important position we hope for it as one 
of the major influences for stimulating sales 
and increasing the flow of goods from pro- 
ducer to consumer. 

The new era upon which we are entering 
will abound in a wealth of new materials, 
scientific developments, new 
methods, etc., much of which can and _ will 
be used to advantage by the display indus- 
try. To do so most effectively, both the 
display manufacturer and the display user 
will have to place the interests of the in- 
dustry, as a whole, above his or her private 
advantage. Individualism, egotism and per- 
sonal build-up must take a secondary place 
In the advertising field, few people know 
the actual person or persons responsible fo1 
the fine ads seen in our national publica- 
tions. The high salaried executives respon 
sible for them are, for the most part, con- 
cerned primarily with the production of sales 
for their clients, rather than in person- 
al publicity for themselves. | Unfortunately 
this has not always been true of the displa: 
profession. Too often it is true, especially 
in our larger cities, that some display person 
will use distorted figures or other freakish 
effects, simply in order to be different and 
have the limelight focused on himself—but 
with no real concern as to the sales results 
achieved or the bad impression of display 
left in the minds of passersby. When an 
advertising man completes a layout that 
tells effectively about the product he is try- 
ing to sell, he doesn’t throw in a lot o! 
freakish decoration that attention 
away from his goods. Instead he | 
always to keep attention focused on his i 
lustration and copy, with but one thought ™ 
mind: to sell the product. 


The war 


engineering 


draws 
strives 


Display advertising can, and should al 
ways, be executed on the same high plane. 
To do so, the successful displayman will 
of course constantly analyze his market of 
trade area, study the reactions of passé rsby, 
determine the type or customer 
that gives his store its maximum volume, 
and interior displays 


page 


class of 


and plan his window 


[Continued on 112] 
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PLENIGLAS 


BP svtey-ie merchandisers know good selling depends largely on a good 
setting. And when gleaming fixtures of PLEXIGLAS are used, fine merchandise 


has the finest setting possible ... one that adds glamour to almost any goods. 


Sparkling, transparent PLexicias fixtures have a quiet grace and charm 


that stimulate sales by lending added eye-appeal to merchandise. 


® Upper: Glamour setting for 
Remember, too . . . this war-famed plastic is as practical as it is beautiful. blouses, designed and produced 
by Steiner Manufacturing Com- 
PLEXIGLAS is feather-light, strong and sturdy . . . permanently transparent . . . pany, Brooklyn, N. Y. 
: / Lower: Hats look their best on 
easy to keep clean and sparkling. Ask your supplier to show you PLEXIGLAS this lustrous PLEXIGLAS fixture 


’ made by Cameron Displays, 
fixtures that will help your goods look and sell better! Evanston, Ill. 


PLEXIGLAS is a trade-mark, Reg. U. S. Pat. Off. 


ROHM & HAAS COMP. ANY 


WASHINCTON SQUARE, PHILADELPHIA 5. 


Manufacturers of Chemicals including Plastics . . . Synthetic Insecticides... Fungicides .. . Enzymes. . . Chemicals for the Leather, Textile, Enamelware, Rubber and other industries 
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Men's Wear 


C. F. Dodson, display director for LaSalle & Koch, Toledo 
framed a window with plaid in a display featuring ties of that 
material. The merchandise was suspended from criss-cross 
supports, and a Scotsman in authentic apparel stood in the 
center of the display. 

The barbershop quartette display attracted large crowds all 
the time it was on view at Sears, Roebuck & Co., Evansville, 
where Ivan Culbreth directs display; a recording of barber- 
shop harmonies was used with it. 

Joseph Dultz used the attractive display at the left center 
when Bloomingdale’s, New York City, promoted sportswear 
for summer. 

A store-wide promotion on “Palm Beach" apparel at the 
Maison Blanche, New Orleans, was backed up by a series of 
displays of the general theme pictured here. Frank Vermilye 
is display director. 

Armand Raining, Boyd-Richardson’s, St. Louis, used a 
simple and effective setting for a display of swimming trunks 
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WE OFFER FOR IMMEDIATE DELIVERY 
SOMETHING NEW—SOMETHING STARTLING 


FLEXIBLE LAWN 
MATTING 


Moisture proof, alive and realistic in appear- 
ance. Made of paper, it is flexible and can be 
bent in the length and in the width. Excellent 
for backgrounds, flooring and column work. 
Available in green only at this time, it will be 
made in Fall colors in the near future. 


Toledo, PER ROLL—36” wide by 10 yards 


of that 


Ss-Cross PER MAT—36” by 72” 


1 in the 


weds all Write our office nearest you 
ansviile, 


barber: for a generous sample 


t center 
yrtswear 
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y trunks 


ESTABLISHED 1842 


THE WORLD'S OLDEST DISPLAY FABRIC ORGANIZATION 


NEW: YORK 142 WEST 44th STREET 
BOSTON 260 TREMONT STREET 
CHICAGO 222 N. MICHIGAN AVE. 


LOS ANGELES 731 SO. HOPE STREET 
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—Counter displays utilize height but keep with 
in comfortable reach of floor traffic, give the 
merchandise ‘touch-and-pick-up" sales psy. 
chology. . . . Lloyd Jensvold, store planning 
and display manager for Seiberling; L. M. 
Seiberling, Jim Horton and Horace Horton 
look over plans for the Horton Seiberling 
store at Eastland, Texas— 


Store Planning For Profit 


By L. M. SEIBERLING 
General Sales Manager 
Seiberling Rubber Company, Akron 


HE sole purpose and function of Seib- A complete and practical store planning Seiberling independent merchants from 

erling’s new store planning and display and display program encompassing all the coast to coast. 

department is to create additional refinements generally engaged in by chain Full facilities and competent store plan 
sales and profits for all Seiberling inde- — stores, mass distributors, marketing oil ning and display counsel are available to 
pendent merchants, and to achieve this end companies, and successful independent tire any Seiberling independent merchant who 
no stone has been left unturned dealers has thus been made available to wishes to avail himself of the department’ 
services. 

Seiberling’s approach to this service is 4 
“down-to-earth, grass-roots” one. Seib- 
erling’s management realizes that store 
planning and display go hand in hand with 
timely and well thought out sales promo 
tional and advertising plans; they also know 
that before such plans can be anything D 
guesswork, considerable statistical work 
must be engaged in. They have a full ap 
preciation of the necessity of a sales am 
space guide tailored to each individual mer 
chant’s requirements—this to intelligently 
lay out and departmentize the dealer’s store 
devoting the proper amount of space @ 
each item to be displayed in order to 0 
tain the maximum volume for each squaft 
foot of floor space displayed, and thereby 
claim the maximum return for the merchaiit 
from his operation. 

Store planning and display, as set up # 
Seiberling, originates with a “Complete R 
quest For Store Planning,” which is @ 

[Continued on page 117] 























—Interior wall, counter and floor displays of 
a modern Seiberling independent merchants 
store— 
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THE TIME 
IS NOW! 


By CARL V. HAECKER* 
Assistant Director of Sales Promotion 
W. T. Grant Company, New York City 


"The American public expects from retailers a plan of economical 


distribution and only those who contribute have a right to ex- 


pect to hold a rightful place in their respective communities.” 


[ seems to me that in our business we 
| fpiber very well adopt this simple slogan, 

“The Time is Now!” 

In my opinion, for whatever it 
worth, the strained relations between labo1 
will clarified (in 
American industry will 
Production 
and 


may be 
management soon be 
whole or part) 
be zooming ahead at top flight. 
efficiency 


and 
and 
will again demonstrate its 
speed. 

Modernized new methods and 
tried and tested plans of transportation will 
move the goods to the distributors faster 
than evel And soon production will 
outstrip distribution and then our national 


improved 


before. 


retail economy may slow up. 

The job of bringing the merchandise to 
the customer will be solved long before the 
task of bringing the customer to the mer- 
chandise is completely successful. Improve- 
ment in distribution is our problem as we 
look into the future of retailing. 

The 
ment, buying, planning, 
public relations, publicity, advertising, win- 
display, 


manage- 
promotion, 


time is now for all of us 


sales 
display, point-of-sale sales 
store planning, and even the con- 
trollers step into the limelight. It is our 
gpportunity to get going by understanding 
each other’s problems and cooperating fully 


dow 
training, 


with one another. 

The American public expects from retail 
ers a plan of economical distribution and 
those who contribute have a right to 
expect to hold a rightful place in their 
respective communities. 


only 


Large stores in great cities, small stores 
in small towns, big stores in small towns, 
small stores in big towns, wayside country 
stores, neighborhood stores, roadside stores, 
highway stores, chain stores—all are a part 
of this scheme. None can be left out. None 
can escape it. 


*Address delivered before the Cleveland Display 
Club 


Here is a plan we might try; it is ele- 
mentary, it is just doing first things first. 

1. Analyze the market. (a) What lines 
will sell? (b) What price lines? (c) 
Competition, old and Kind of 
traffic? (e) Income per Po- 
tential past 

Who wants to buy what at what prices, 
where, when and how often? 

The United States Chamber of Commerce, 
your retail associations, your trade journal 


you 
new? (d) 
capita? (f) 


sales sales: 


and news letters, all are excellent ways of 


finding out. But your very best source (the 


fellow who really knows) is your local 
newspaperman. Use him. He will tell you 
plenty. He has the facts. 

2. Know what customers want of retail- 
ers. (a) Good selection and variety. (b) 
Lower prices for comparable items. (c) 


Better stocks for less disappointment. (d) 
Better trained sales people. (e) Better dis- 
plays. (f) Truth in advertising. 

The Department of Commerce of New 
England shows by chart that customers 
want better displays more than they want 
new styles, fewer and larger stores, desire 
for cash and carry, truth in advertising and 
modern merchandise methods. 

Folks buy the most when they can see 
the merchandise, handle it, examine it at 
leisure, read the copy and price and _ bar- 
gain for it in their own minds. It is a 
simple formula that works and helps re- 
duce distribution costs. 

3. Find out why customers cease to buy 
at your (a) High prices and poor 
quality. (b) Delay in service, and indif- 
ference. (c) Haughtiness and ignorance. 


store. 


(d) Bad store arrangement. (e) Tricky 
methods and wrong policies. (f) Misrep- 
resentation and errors. (g) Poor adver- 


tising. 

A survey by the University of Oregon in- 
dicates that “Bad store arrangement causes 
people to cease buying at your store more 








































MARCH, 1946 


than six other major reasons, 
poor advertising.” Think it over. 
pay to do this job right. 

Directing traffic is simple as A-B-C. Most 
folks turn to the right; widen the aisle 
when you want them to turn, brighten up 
the darker out-of-traffic spots and keep the 
layout flexible for merchandise showing. 
Traffic direction is important and so very 
easy to handle. 

4. Know what sales promotion is. (a) 
It is selling what has been purchased, or is 
going to be purchased. (b) It is a means to 
an end. That end result is sales. (c) It 
embraces all selling tools and media. 

“Sales promotion” is such an_all-inclu- 
sive phrase that it is too often misunder- 
In reality it is creating a desire of 
“Want or needs in people’s minds.” 

5. Publicity — Public Relations. (a) 
News stories. (b) Institutional stories. (c) 
Company policy information. (d) Letting 
the public know. (e) Letting the employees 
know. 

As retailing learns to let the public know 
what retailing is all about, then and only 
then will publicity function for the common 
good. 

6. Advertising. 
lars—give-away 


includ ing 
It will 


stood. 


(a) Newspapers — circu- 
booklets. (b) Give in- 
formation—be explicit. (c) Tell the truth 
—no exaggerations. (d) Exciting customer 
interest. (e) Use short sentences—good art 
work. (f) Make folks want to come to 
your store. 

It is the function of advertising to in- 
form the public and if properly done adver- 
tising can make goods sell for less by in- 
creasing volume. 

7. Window Display. (a) Must attract 
attention. Make the window say, “Look! 
Don’t you need or want this merchandise?” 
(b) Must create desire. Make the would- 
be passer say, “Yes!” (c) Stimulate action. 
Start the customer to go in and buy. (d) 
display must tell a story of. style, 
color, size, material, quality, brand name, 
price, assortment or institution. (e) Must 
sell, sell, sell. 

Too often displays of merchandise miss 
the greatest sales function because they are 
too late or too artistic for art’s sake, or be- 
cause of poor merchandise handling. 

8. Point-of-sale. (a) Appearance — at- 
mosphere. (b) Painting — lighting.  (c) 
Atmosphere—interest. (d) Fixtures—wall 
Posters—cards—price 
For- 


Every 


cases—ledges. (e) 
tickets. (f) Store arrangement. (g) 
ward stock—understock. 

Here, at the point-of-sale is where most 
display folks fail to complete the selling 
job. Remember this: “It is the only place 
in the entire scheme of retailing where the 
merchandise, the customer, and the mone) 
are together at the same time.” 

9. Sales people. (a) Must know what's 
advertised. (b) Must know what is on dis- 
play. (c) Must know something about the 
plan. (d) Should read copy. (e) Should 
know the answers. (f) Believe in product. 
(zg) Be enthusiastic. 

While this may seem somewhat 
from sales promotion proper, it is the most 
important of all for consummation of the 
sale. Far, far too often are all of the efforts 
of promotion lost because sales people are 
uninformed. 

[Continued on 


away 


page 107) 
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Houston Display Conference --- April 22-26 
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HERE seems to be a real movement in months. 


display circles everywhere to organize 
display clubs and I have an- 
swered several letters along this line re- 
cently. Having been connected with a small, 
but very successful display club in South 
Bend, Indiana, for the past 11 years I will 
I think has made this club 


local 


jot down what 
a good model for others. 


First of all, a display club is more than 
a place to meet that other person who 


just 
puts in those terrible windows down the 
street. He may think the same of yours 


until you get together and talk things over 
as problems to be solved. Second, you can, 
as an individual, keep right on living the 
rest of vour life without ever attending a 
display club meeting and still be considered 
figure. Of you 
die, nor 


a top-notch display course 


won't get flowers when will 
tears be shed among your local display club 


Third, you can think up a hun- 


you 


members. 


dred or more good excuses why you 
shouldn't attend display club meetings. Ii 
you stay away no fines will be charged 


against you, nor will pickets parade out in 
front of your display department. 


Joiming a display club and becoming an 


active member is part of the freedom we still 
this seldom do we 


1ts importance until it is too late. 


have in country, but 
realize 
We give our 


display knowledge to our employers, but lit- 


tle do we give to the preservation of our 
own advancement and betterment as a group. 
\ few dollars, a few hours, and a meeting 


those too much to ask? 
three display 
in ll vears I can this 
an emphatic “No!” 


once a month—are 


Having missed only meetings 
answer question 
personally with 


benefited greatly display 


It has added to my knowl 


I have from my 


club association 


edge of display and, in general, it has made 


me more civic minded because I have met 


the leaders of civic affairs; and last but not 


least, it has made be a better person bv as- 


sociating with, learning from, and helping 
others in my chosen work. My only regret 
as far as the South Bend Display Club 
goes 1s that | missed those three meetings 

I really should say only two because on 


tt them was when I was on my honeymoon 


What makes display clubs tick? Her 
ire five rules 

l. Plan your meetings well in advance 
by appointing two co-chairmen for each 
meeting, over a period of at least ‘ix 





talents, our abilities and our, 





DISPLAY WORLD 


Think this over 


ee By FRANK G. BINGHAM = 





Assigning various stores to plan- 
ning meetings using the two-chairmen idea 
works very well, too. These do not always 
have to be head display managers. Uncover 
and use as much talent as possible to keep 
up interest. 

2. Send out a written notice five days in 
advance ot the meeting telling the members 
exactly what they can expect and then give 
them what you promised them. It is 
to have a standard meeting night and stay 
with it throughout the year. 

3. Cooperate with your local association 
of commerce and merchants’ association in 
all civic affairs and let them know that you 
are interested in attending all their meet- 
ings. The president of organization 
should be your representative. 

4. Plan ahead and arrange a banquet or 
dinner meeting once a year and invite the 
merchants and civic leaders to attend. This 
calls for top-notch speakers and a fast- 
moving program promoting merchandise 
presentation at its best. 

5. Arrange with vour local merchants and 
association of commerce to promote a “Win- 
dow Show Night” once a year. Prizes can 
be awarded for the best displays, with lo- 
cal or out-of-town judges. This focuses 
the entire community’s thoughts on display 
and creates interest in window shopping. 


best 


your 


With these five points every display club 
and into a force for 
good in the community. Getting together 
and helping each other has made this coun- 
try great, and by the same token you can 
build a display club worthy of its name and 
One by-law that has 
been a good one at South Bend is that no 
president can be reelected, thus pouring new 
blood into the presidency 
out-going president 
the board of directors, which is composed 


should succeed grow 


proud of its record. 


each year; the 


becomes chairman of 
of the elected officers. 

P.S. Note to editor and readers: my next 
month’s column, that for the April 15 issue, 
will mark the one-hundredth column I have 
written for DISPLAY WORLD. With this 
column I will exit from the pages of this 
magazine. Having joined W. L. Stensgaard 
& Associates asean account executive in Chi- 
cago I feel I should devote my full time to 
Next month, then, is the 


trom 


my new position 


date for my fadeout these 


pages. 
Sylvania Window Display 
Has Timely Theme 

\ new window display unit for radio serv- 
ice dealer windows, featuring the returning 
serviceman theme, has been announced by 
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the Radio Tube Division of Sylvania Elec- 
tric Products, Inc. The timely situation of 
a soldier with the girl to whom he returned 
is done in eight colors, and has a simply 
effective headline: “Back Again!” The base 
of the display carries the copy line “Syl- 
vania Radio Tubes” and a jumbo-sized illus- 
tration of the lock-in style tube. The im- 
plication is that Sylvania tubes are also 
back again on the market. 

The new window display heralds the re- 
turn of a complete line of point-of-sale helps 
which will be released by Sylvania during 
the coming year. Distribution is being 
made through Sylvania jobbers throughout 
the country. 


Cleveland Club Members 
To See Exhibit 


An unusual exhibit of cards and 
done in screen process will be on display at 
the next meeting of the Cleveland Display 
Guild, through the courtesy of the Sherwin- 
Williams Company, whose headquarters are 
in the same city. Bert Zahn and Tom Sam- 
ple, both company representatives, will be 
in charge of the showing. 


signs 





Treasury Requests 
Retail Cooperation 
In a letter of appreciation to prominent 
retailers who took active part in War Bond 
drives during the war, Samuel J. Cohen, di- 
rector of the retail section of the 
Treasury's Savings Bonds Division, states: 
“Although the war finance program is 
over, savings bonds will continue to be pro- 
From time 


stores 


moted on a low pressure basis. 
to time retailers will be asked to display 
posters and sponsor advertisements prepared 
by the Treasury. The purchase of govern- 
ment securities by the means of the payroll 
savings plan will continue and be encour- 
aged. We will greatly appreciate any sug- 
gestions you may have about ways and 
means of calling attention to the value of 
investing in savings bonds.” 


Paper's Photograph Page 
Shows Spring Displays 

The Chicago Daily 
devoted considerable 
page to several photographs of current dis- 
plays seen along State street, with the com- 
ment: “Spring comes to State street; show 
windows of big department stores on State 
being officially unveiled today, 
shoppers with a peek at new 
spring styles such as these.” The displays 
pictured were by John T. Moss, Jr., Mar- 
shall Field & Co., and J. W. Campbell, 
Carson Pirie Scott & Co. 

Sol Fisher, Fisher Display Company, 0 
Chicago, mentions in passing the paper 
along: “This is the first time to my knowl- 
edge that a Chicago daily cooperated with 
window display.” 


on March 11 
its picture 


News 
space on 


street are 
providing 





Shrider Vacations 
In Florida 

C. M. Shrider, display manager fo! 
A. E. Starr Company, Zanesville, Ohio, 
rounding out a nice four-week vacation 


the 
is 


spent in Miami, Fla. 


— ene 
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Natural Crzations 


241 EAST 23th. STREET 
NEW YORK CITY 16 


We will exhibit fall, 
August Fur Sale and 
Xmas Displays. 


Member of N. A. D. I. 
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Mannequin 
Production 


Have you ever wondered about the many steps 
necessary to design and produce mannequins: 
Here are some of them, based on “stills” from 
a motion picture short which will be released in 
the near future. The scenes were made in the 
studios of P. C. Mileo, 7 West 36th street, New 
York City, and the sculptor at work in the pho- 


tograph at the upper left is P. C. Mileo himself 
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GENUINE STRUCTURAL BENDS ORIGINAL 


OF TEMPERED MASONITE 


For Moderu Remodeling aud Yew Courstruction 


In Stock 
Available 
Immediate 
Shipment 


pape 






DESIGN 
1-24 


Structural Bends Create Modern Electric Appliance Store 
with Smart Lighting Effects. Trock Appliance Co., 
Chicago, Harry Meyers, Display Mer. 











8] 


Send for 
Catalogue 
Blueprinting 
Seventeen 


Basic Designs 
Available 














Made of strong, tempered Masonite Presdwood, Structural Bends are a practical, inexpensive mate 

rial tor creatir g jutstanding treatments tor mart. moder, \ nd y grounds, iterior and 

remodeling construction They are flexible ... easy to cut istruct . . finish and install 

7 Quick] terchangeal to me as ements. Seventeen basic shapes. 

Bs ii a e ir foot 12 foot lengtk Ar height . I any size are: 

A AR DESIGN can economically be treated. They are designed to meet the requirements nstructio 

WITH HUNDREDS OF for store interior, backgrounds, equipment and display. new construction, 2 tested 

PRACTICAL USES. jurable . . modern .. . extremely practical ... affording almost unlimited opportunities 
for creating outstanding effect . - at low cost. They t for immediate DESIGNS AVAILABLE 

hipm I is . I 





DISTRIBUTED EXCLUSIVELY BY 


eee W.L. Stensgaard and Associates, 346 North Justine Street, Chicago 7, Illinois 





REFLECTOR - HARDWARE 


GEN. OFFICES AND FACTORY WESTERN AVENUE AT 22ND PLACE. CHICAGO 8 


OLDEST & LARGEST MANUFACTURER DEVOTED EXCLUSIVELY TO METAL DISPLAY & MERCHANDISING EQUIPMENT 





.. SAVERS 
. GAINERS 


CORPORATION 








82 





DISPLAY WORLD 





MARCH, 1946 


2 I 
UV) p ae 
ITH summer only a few months 
away, thoughts of displaymen turn 


naturally to light colors and props 
which will lure the shopper’s eye to the 
window and her mind to thoughts of hot 
weather apparel. 

Eminently suited for such attraction is 
the first display, and yet it was used during 
the winter months by Guy Malloy, Neiman- 
Marcus Company, Dallas, for “Winter Sun- 
Seekers.” The drape across the top of the 
window, the desert foliage and the dramatic 
spotlighting were the principal features of 
this display, in which brilliant desert colors 
were shown. 

Props from the desert were likewise used 
for the second window pictured, this being 
by Donald Kester, Rothschild’s, Kansas 
City—although a close inspection will reveal 
that the yucca stalk led into a cluster of 
artichoke heads. Spotlighting was used to 
good effect. 

At the left center is another display used 
by Neiman-Marcus, this being for “Beach 
Fashions . .. Both Concealing and Reveal- 
ing’ according to the showcard copy. Fish- 
net and palm leaves gave the atmospheric 
touch. The display was done by Evelyn 
Gilliland, of Malloy’s staff, and makes the 
most out of relatively small window space. 

To display straw hats, Neiman-Marcus 
Company used rattan columns and rattan 
with plumes of natural straw scattered here 
and there throughout the window as shown 
in the fourth illustration. Some of the hat 
stands held single straws, while others were 
jointed and curved so that an entire group 
could be supported. This display was done 
by Bert Caldwell, who has charge of men’s 
shop displays for Neiman-Marcus. 

With the curb on vacation journeys re- 
moved, the vacation season this vear should 
be the largest in history from the standpoint 
of traveling. Frank Vermilye, Maison 
Blanche Company, New Orleans, featured 
Oshkosh luggage in the display illustrated 
here, showing mannequins garbed in sports 
clothes and standing before a painted back- 
ground of a rural setting. The theme, “Va- 
cation Ahead,” was played up in the head- 
line of a newspaper held by a newsboy, cut 
from wallboard, standing at the lower right 
The street lamp was three dimensional, and 
was lighted. 


—The display at the upper left is by Guy 
Malloy, Neiman-Marcus Company, Dallas.... 
Upper right, by Donald Kester, Rothschilds, 
Kansas City. . . . Left center, by Evelyn Gilli- 
land, Neiman-Marcus, and right center by 
Bert Caldwell, of the same store... . Left, by 
Frank Vermilye, Maison Blanche Company, 
New Orleans— 
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ideas in papier mache and paper sculpture for Christmas, 


a Southern Displaymen’s Conference 
ate In Houston, Texas 

ack- 

ca COME IN TO SEE US! 

st Bill Price and Carl Shank will be there with new displays and 

, Summer, Back to School and Fall. 
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Contact us for special promotions in our New York Showroom. 


RIP STUDIO. 15 E. 22nd ST. - NEW YORK CITY 
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KORRECT-WAY Displays 


DIVISION OF AMERICAN FIXTURE AND MANUFACTURING (¢§ 
2300 LOCUST ST., ST. LOUIS 3, MO. 
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 -@istributors ras | French Ferguson 
or , ; 3 
In Hospital FV-READY S National 
KORRECT-WAY His many friends will regret to learn that 
French Ferguson has been compelled by ill- 3 
barn , ness to resign his position as display man- M 0 T or t R S D 
as . cequens ager for Frank Brothers, San Antonio, and 


s | has entered Brooke General hospital, Fort ) | $ P LAY '¢ AM PA | G N 


ATLANTA Sam Houston, for prolonged treatment and 
: possible surgery. This is the second hos- ° - 
Melvin S. Roos ossible surgery. maeeeen lithographed in 8 colors 


pitalization for Ferguson during rela- 

BALTIMORE tively short time he has been out of the 
Willi Pas | army, and it is thought that he will be com- 
eee pelled to remain in the hospital for at least 


|} six months. He may be addressed at Annex 
BURLINGTON, N. C. Three, Ward 6-C, Brooke General Hospital, 


Mac Thigpen San Antonio. 
BOSTON 


Eastern Displays, Inc. 


Display Studio Opened 
In Cincinnati 
BUFFALO R. C. Gaston and R. J. Cook, previously 


with the J. C. Penney Company in Hamilton 
Samuel C. Dutch & Son and Defiance, Ohio, respectively, have 


- formed a company known as Gaston & 
Florida Branch: Cook Displays, at 216 West Second street, 


3750 Royal Palm Ave., Cincinnati 2 


Miami Beach, Fla. Gaston was a captain in the Army 
Corps for four years, seeing action as a 
CINCINNATI bomber pilot in the Southwest Pacific thea- 
General Display Corp, tre, including the Philippines, Borneo, China, 
New Guinea and Java. He completed 47 
CHICAGO bombing missions during his service and 
Hecht Fixture Co. was awarded the Air medal with two clus- 
ters, and five campaign stars. 
CLEVELAND The company will do a general display 
EE Cs: job of designing and building display back- 
Pribil Display and Supply Co. grounds, fixtures, displayers, and the like. 
DENVER Allied Stores te Have Mi . ENEADTE acueational goodetr ke: 
Walter W. Martin Display Exchange Program in “ the — sizes for window, elevator 
Under the direction of Harold Morais, a iglesias 
DETROIT 


program has been set up for members of | p O 5 T ia R s 

The Art Products Co. | Allies Stores Corporation for the exchange 
of display designs and ideas, tied in with | 22” x 28” in 8 colors 
KANSAS CITY | newspaper and radio advertising. Smaller | 7.50 dozen on poster stock 
National Equipment Corp. | stores in the group will be able to buy, 9.90 dozen on cardboard 
| at relatively low rates, display equipment 
LOS ANGELES used by the larger firms and the display | COUNTER CARDS 


Grant & Silvers, Inc | budgets of the latter will benefit according- 
’ reer mounted and easeled 


MEMPHIS | Morais joined ASC headquarters as dis- 11" x 14” in 8 colors 
Wray Williams Display Co play designer and coordinator following his 4.50 dozen 


return from the army. Before the war he 


MINNEAPOLIS was display manager for Gertz, Jamaica, | S T R E A M E R S 


for eight years. " 20" 


L.E. Heir Display Equip. Co. | aameneel x 
Fixture Plant Bought 2.00 dozen 
PHILADELPHIA 


: By Los Angeles Firm N A N 5 
Naythons Display Fixture Co. Weber Showcase & Fixture Company, | y E N T 
Los Angeles, has purchased from the War | 12” x 19” in 8 colors 
PITTSBURGH | Assets Corporation an aircraft components 2.00 dozen 
DeWeese Display Equip. Co. plant which had been operated by the firm. 


SAN ANTONIO The sale of the plant, pang yg Web- CA R D TO p p E RS 


er’s own factory, was for subject 


in 8 colors 


. . ° ° ° ‘ . ? ‘ 2< 12 . 
Fox Display Sales and Service | to priority rights of government agencies. printed 2 sides, die cut 


Approximately 200 employees will handle to fit 7” and 11” holders 


SAN FRANCISCO. : | production at the new plant 9.75 for 100, 5.50 for 50 


Kehoe Display Fixture Co. te | Display Corporation p A N E L 3 


ST. LOUIS | Names Butler ; 35” x 46” in 8 colors 
Midwest Display. Equip. Corp. : _Formerly sales promotion manager of 3 for 9.00 

os Esquire, Lee M. Butler has been named 
MONTREAL. - . 8 «| manager of the recently opened New York 


Mite s Display : is * 28 @ | City office of the Display Corporation, Mil- EV-READY Aduertising 


waukee. Butler formerly operated his own 


advertising business in Buffalo and at one 236 WEST 55th STREET 
time was sales manager for the Cleveland NEW YORK CITY. 19 


Shopping News. 




















MODERN DESIGN 
[Continued from page 57 


the fact that it was cold and dark and a 
third waste didn’t worry anybody. 
But new types of buildings came to be de- 
manded, and the architects didn’t have any- 
thing to copy. The Romans hadn't built 
filling stations or steel mills. And the hard 
boiled capitalist didn’t see any point in em- 
bellishing his steel mill with fake pediments 
or wreaths of stone flowers, and he wanted 
big windows to cut down his light bill. 

The idea that the function should govern 
the form arose and “Form follows func- 
tion” became a byword in all industrial 
design. The idea immediately brought forth 
a clarification in the field as a_ whole. 
The elimination of non-functional ornament 
produced the smooth, clean wall in build- 
ings, and the clean surface in lesser objects. 
The spacing of the elements became the 
decoration. The suggestion that the wall 
is a screen hung on a frame—compare it to 
a cloth stretched over a bird cage—elimi- 
nated protrusions and indentations. So the 
no longer holes punched in the 


space 


windows, 
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DISPLAY WORLD 


facade, became flush with the exterior, sim- 
ply a part of the wall made of glass, without 
mouldings or cornices. 

New materials in sheets larger than 
wooden shingles allowed the flat roof, elim- 
inating waste space and in keeping with 
the usual horizontality of smaller buildings. 

We have, then, a set of characteristics we 
can sum up and take as a point of departure 
in the whole field of design today. 

The basic concept is one of designing 
space, of enclosing or breaking up space 
with thin planes, rather than one of model- 
ing in a material. The fact that these planes 
enclosing space are comparatively thin and 
light suggests a feeling of lightness in the 


entire production, whether it be a large 
building, an electric iron, or a draped 
fabric. The design should not be purely 


geometric nor rigidly symmetrical. Surfaces 
should be smooth and clean. The object 
should rest upon a base smaller than itself 
whenever practicable, to further its feeling 
of lightness. Obviously, it must fulfill the 
function for which it was intended. 

The design itself should have distinction. 
We live in a world flooded with things that 





by Tony Brinker 





JOE 1S STILL A GOOD 

TENNIS PLAYER, BUT 
LATELY |S TAPERING 
DOWN TO 
PING PONG 






EFT LAW SCHOOL IN 1914 
TO ENTER THE FABRIC 
FIELD WITH HIS FATHER , AND 


THREE BROTHERS... SAM, 
ARTHUR AND MAC... 
ASSOCIATED WITH HIM. 
ENTERED THE DISPLAY AND 
THEATRICAL SUPPLY FIELD 

IN 1920. JOE 1S 46 YEARS 
OLD, AND A BACHELOR. 

FOR RECREATION, HE HAS AN 
87- ACRE LODGE IN CONNECTICUT 
WITH A PRIVATE LAKE, WHERE 
WE HUNTS AND FISHES. 


MAHARAM 


MAHARAM FABRIC CORPORATION, 
NEW YORK CITY 
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are good enough, but how seldom we see 
a building or a household article or a dis- 
play that is outstanding! The designer has 
a multitude of shapes and materials to 
choose from—he should attempt to combine 
them into a distinctive whole, one that is 
consistent with our ideas of sunshine, health, 
cleanliness, speed in transportation, dignity, 
and good taste in our living. 

Part II. Design Today. 

We have seen how architecture serves as 
the background for our daily life and the 
things we use in it. Designers tired of 
merely deciding which style of the past to 
copy; they wanted to do something original. 

But Aunt Minnie’s painting of red roses 
doesn’t seem to go with a modern wall. A 
horse and buggy parked in front of a sky- 
scraper seems out of place. Beach wear 
displayed against flowered wallpaper isn't 
shown to its best advantage. The modern 
man and his wife don’t want to see an old- 
fashioned iron that reminds them of 1910. 

The aforementioned iron that the house- 
wife sees when she comes into the house 
after driving her functionally streamlined 
car 20 miles in 20 minutes, had to keep pace. 
Its appearance needed to be consistent with 
the speed in our lives. Streamline it? A 
streamlined electric iron, shot from a can- 
non, would probably go farther and faster 
than one that was not streamlined, but the 
housewife doesn’t move it over the ironing 
board fast enough to make wind resistance 
a problem in its design. In a competitive 
market, however, the designer must bring 
out new models periodically. He, too, ha: 
seen: the automobile, the airplane, and the 
modern house. He, too, has new materials 
in alloys and plastics at his disposal. Hav- 
ing solved the practical demands of his 
problem he turns to the generic forms in 
other objects for a new design. The elec- 
tric iron looks surprisingly like today’s 
automobile. 

The function of the iron has a greater 
influence on its design than is true in the 
case of the fountain pen or mechanical pen- 
cil. In their case the mechanical problem 
is slight—a plastic tube with a point at one 
end determines the shape. But, again, a 
competitive market demands new models. 
The designer has no place to turn for in- 
spiration but to the forms used in other 
modern design. So we get the point with- 
drawn into the body of the pen, a sleek, 
uninterrupted shape similar to a rifle bul- 
let—streamlined. The buyer, seeing the 
modern shape, assumes performance to be 
in keeping and prefers the new to the old. 
So we see an object taking on the charac- 
teristics of the functionalism of other ob- 
jects for aesthetic reasons alone. It is at 
that point that we have achieved a new 
style. 

The style has to be more than merely 
functional, but the study of functionalism 
must be its first consideration. A great deal 
of display work, however, is obviously ef 
tirely non-functional. It exists to present 
merchandise, more or less briefly, in as at 
tractive fashion as possible. It is the at 
tractiveness, the beauty, of an object that 
makes it desirable rather than another just 
as useful bu not as attractive to us. The 
housewife knows nothing about how a radio 
set works; she buys the set in the best 
[Continued on page 106} 
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—At the left of the showroom, part of which 

is seen at left, a model window suggests the 

display treatment for a bedroom ensemble. 

Sample cases, rear center, have sliding shelves. 

A tree-like draping fixture is rather indistinct- 
ly seen at the right rear— 


branches and wall fixtures in abstract 
shapes. Small shadowboxes illustrate the 
dramatization of individual fabric patterns. 
All display properties are simply  con- 
structed for economical reproduction by 
retail stores. 

Another innovation is the design of cases 
for the sample lines. These were specially 
created by Heller to hold cut samples more 
efficiently than previously existing piece 
goods fixtures. Six sliding shelves are set 
in 40-inch high cases, which are arranged 
in banks. Sturdily constructed in natural 
wood finish, they match the attractively- 
styled modern chairs and sofas which are 
liberally distributed. 

The showroom area is bright and cheer- 
ful. Many different wall colors have been 
carefully blended by the designer to set 
off draperies from the Waverly line. Wayv- 
erly fabrics in gay prints form the uphol- 


Waverly Showroom Suggests Displays 


HE retail display of merchandise from 

F. Schumacher & Co.’s Waverly fabrics 

line will be fresh and impelling if re 
tailers follow the display examples set tor 
them in Waverly’s newly-remodeled “Avenue 
ot Ideas.” Erected as a merchandise service 
for its dealers, the new Waverly wholesale 
showrooms illustrate striking display tech- 
niques for piece goods. 

With the intention of demonstrating new 
things which can be done _ with fabrics, 
Waverly enlisted the services of Robert 
Heller Associates, Inc., industrial designers 
and store design specialists, to plan the re- 
modeling. The fresh ideas which have 
marked the career of this well-known design 
firm in its modernization of more than 100 
stores and showrooms are in_ evidence 
throughout the new fabrics center 

Demonstration of the display techniques 
involved in the showrooms is made in a 
model store window 14 feet long, dominating 
the Heller-designed rooms. Complete with 
lighting, the model display has been named 
“Window of the Month” by Waverly and 
will be changed regularly by prominent 
displaymen. It is to be photographed after 
each change, with prints going to all dealers. 

Three different treatments of the increas- 
ingly important interior ensemble setting are 
illustrated \n alcove adjoining the window 
provides Space 1or a complete room display 
in which ensembles with correlated fabrics 
can be shown. In addition, Heller has in 








—The shadowbox frame at the left has re- 
movable vari-colored pins to permit flexibility 
in draping. Two niches at the rear show the 
use of small corners for roomette" treatments, 
or fabric dramatization. Lighting is com- 
bined fluorescent and incandescent— 


sawtooth-type 


stores can use in niches and small corners. 

The individual display fixtures are inter- 
A shadowbox, which is 10 feet wide 
and has vari-colored wood pins as seen in 
photograph, demonstrates a dramatic 
drape of various fabrics. 
signed to hold drapes of materials are un- 


stery of the furniture. Completing the at- 
tractive interior is the well-balanced light- 
ing system which combines fluorescent and 
incandescent light perfectly to simulate day- 
light conditions. 

The example of crisp, modern display of 
piece goods has been well set by Heller in 
the “Avenue of Ideas.” In providing it, he 
has also created one of New York City’s 


outstanding wholesale showrooms. 
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JUST RIGHT 


FOR YOUR 


SUMMER 
DISPLAYS 


PREFABRICATED 
CELLOPHANE & SPUN GLASS 


a om | NOVELTIES 


nore 5 ie In Yellow, Green, Purple, Blue, Pink, 


ae Rainbow or Clear 
piece . 





» set C1-113 Fish, Full Relief, 28” long overall x 16’ 
eee bok 4 § 4 high $6.50 

iged 4 ‘ r , se £ C1-112 Fish, Full Relief, 23” long overall 
ural " ; : of. Ss x 15” high 6.50 

| MGS? gs ame a : hs oad! 2 } a ‘1-111 Fish, Full Relief, 20” long overall 
rely- ’ es oN de Bn, y rail) $? bs x 15” high 6.50 

are ; ia i. ‘ : rs 4 1-116 Sun, Full Half Round, 20” long over- 
‘ 3 ail x 10” dia. ball 6.50 

‘ de Sea Shell, Half Round, 21” high, x 
1eefr- ince ag " wide x 8” deep 7.50 
been C1-115 Globe, Full Round, 11” dia 6.50 
CCR Cl-114 Balloon, Full Round, 11” dia. ball 650 

set 

ve NEW! DURABLE DORABLE MISS MANNEQUINS . . . FIXTURES .. . FORMS... SPECIALTIES. . . 
rhol- RACKS ... PLASTIC, WOOD. AND. COMPOSITION. NOVELTIES 


Here is an entirely new line of mannequins 
for the MISS, size 12, that will be a win- 


ning companion to the famous Durable 
Dorable Debs. | ( 7 
See the Complete Line on 
Display in our Showroom N AT | N =. 


ALSO ON DISPLAY, THE 


DURABLE DORABLE DEBS & DEARS 39 W. See ST. NEW YORK CITY 18 























WALL Tybee 
BOARD 


ARE AGAIN AVAILABLE IN 
QUANTITY ORDERS 


Full tubes come in the following standard lengths only. For orders 
less than $5.00 there is an additional Handling Charge. 


Diameters I" 2" c 4" 6" gs" 10" 12" 14" 16%" 22" 
Lengths 

3 ft.. .$.20 $ .30 $ .45 $ .60 $ .75 $1.05 $1.40 $1.80 $2.15 $2.35 $4.50 
4% ft... .30 45 .70 90 1.15 1.60 2.10 2.70 3.20 3.50 6.75 
6 ft... 35 60 .90 1.20 1.50 2.10 2.75 3.60 4.25 4.65 9.00 
9 ft... 55 .90 1.35 1.80 2.25 3.15 4.15 5.40 6.40 7.00 13.50 
12 ft... .70 1.20 1.80 2.40 3.00 4.20 5.50 7.20 8.50 9.30 18.00 


Use Half Tubes For Backgrounds 
And General Display 


Cut in half lengthwise tubes: 2" to 6", 35e—8" to 1634", 50c. 


ALL PRICES F. O. B. CLEVELAND, OHIO 


See Your Nearest Dealer or Write Us Direct 


THE MUTUAL DISPLAY MFG. CO. 


1101 POWER AVENUE CLEVELAND 14, OHIO 














N this fast-moving world it is only na- 
tural that we pause occasionally to 
wonder why some things move slowly, 


why certain facts obvious to us do not come 
to light taster to That the mills 
grind slowly, but exceedingly well, is being 
activity 


others. 


demonstrated in a new phase of 


which should interest everyone in the dis- 
play profession. New emphasis on display 
comes from the intense study being given 


the subject by leading national advertising 
agencies 

Having 
in advertising and selling, particularly the 


business, it has been in- 


spent the greater part of my life 
advertising agency 
note the 
advertising agencies generally to- 


teresting to tremendous — strides 
mad by 
service to their clients; to 


distribution 


ward improving 
help sell 


costs and raise 


lower 
the standard of living. 


more eoods. 


\bout 25 years ago, advertising agencies 


recognized the need for more scientific 


through 


studies of every phase of. selling 
the eye—except display. This was_ betore 
commercial radio selling (which now has 


television, a new eyve-appealing medium). 


when most manutacturers’ 
allotted to newspapers, 


It was at a time 


appropriations were 


national magazines, trade magazines or bill 
boards. Agencies placed dependence upon 
copy, relieved by an illustration, to do the 
entire selling job in advertising 

Then came copy study, market analysis 
through research, planning boards, studies 
of human behavior and psychology, and 
costs. Advertising improved as it developed 


facts replaced guesswork. <A better serv- 
ice was rendered clients, business expanded, 
and a finer all-around job was done 

\nd now display is getting attention! Why 
did it not get and 


more attention, sooner 7 


Why was it left for the manufacturer to fig 
ure out his own point-of-purchase needs ? 
While many agencies did make a sincere 


effort to be 
cycle with display, it generally was neglected 
least) subordinated. Possibly it 
back to the budget, or appropriation 
as it is called in the 
came in tor. tail-end 
the bulk otf the 
lotted to other 
great deal of detail work and study on which 


helptul and complete the selling 


POeS 


or at 
trade. Usually display 
consideration, when 
appropriation had been al- 
involved a 


media. Display 


it was difficult for satis 
factory. tec it 4s 
effort 
return \nd do not 
media had high-type, high-powered sales or 
Members of 


agencies to get a 
human to put the 
there is the 


only 


greatest where greatest 


financial forget—other 


ganizations the display in 
neither organ 
their medium 
a weak selling job was done, 


dustry and profession were 


ized not equipped to — sell 
(Consequently 
not only with advertising agencies, but with 
store executives as well. 

Display is now getting favorable attention 
because it has through its own merits proved 
that it Many ot 
the country’s manufacturers 


deserves more attention 


leading 
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isplay Has Been Undersold 


By K. L. SNEDECOR, Sales Promotion Manager 
The L. A. Darling Company, Bronson, Mich. 


merchandisers are making continuing studies 
showing conclusively that display should be 
given equal, if not greater, consideration. 
Abbott Kimball, well-known advertising 
agent, expresses this forward-thinking 
very well in an article entitled “Counter At- 


new 





—K. L. Snedecor— 


tack,” in which he “There's 
nothing to the race but the And 
there’s nothing to the whole chain of design- 
ing, manufacturing, packaging, advertising, 
selling and merchandising a product but 
that little instant when a consumer 
tates and then lays her hand on your prod- 
uct, saving ‘I'll take it.” Everything the gath- 
materials, the processors, the 


says in part: 


finish. 


hesi- 


erers of raw 


inanufacturers, the transporters, the sales- 
men, the advertising agency and the retailer 
has done over a period of months or years 


culminates in that little instant at the point- 


of-sale. Yet point-of-sale is generally con- 
ceded to be the weak link in the selling 
chain.” 


What has all of this to do with men and 
the display profession? In my 
opinon, simply this. You are beginning to 
obtain the facts which prove display a most 
powertul force in retail selling. You are 
coming into your own. You will be sitting 


women in 


at the executive table whenever sales and 
merchandising are being discussed. You 


budget sufficient 
to do the job commensurate with the po- 
You not only 
help materially to increase sales and lower 
costs, but you will gain 
through promoting 
worthwhile civic programs in your windows 


will be granted a display 


tentials of your store. will 


distribution good 


will for your store 
and interiors 

It is timely for all of us who are vitally 
interested in display to work constantly to- 
ward higher standards, to encourage display 
clubs and the young beginners, to get busy 
worth. Al- 


“sell” display for its real 


and 
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though we have turned the corner to a new 
day and a new appreciation of display, or 
visual merchandising, impulse buying, point- 
of-purchase advertising or whatever you 
may call it, there is still a vast amount of 
work to be done. Spreading the gospel and 
presenting the facts should be pleasant as 
well as remunerative work for you, for as 
your importance in the store grows, so grows 
the “pocket nerve interest”’—the paycheck. 

The future presents a thrilling opportuni- 
ty for all of us. Let us never again make it 
possible to say: “Display has been under- 


sold 





Five $100 Bonds 
Awarded in Contest 

For the five best window displays  sub- 
mitted in the recent Riverside & Dan River 
Cotton Mills contest, the firm has awarded 
a $100 Victory Bond to the following: ( 


Guy Kornegay, Zindler’s, Inc., Houston 
Dick Sharp, Keller-Zander, New Orleans; 
Anson-Pickerel, Inc., Marion, Ohio; A 


Springfield 
Company 


Charters-Patterson, 
Emery-Bird-Thayer 


Minogue, 
Ohio, and 
Kansas City. 

Honorable mentions went to Carl Piekar- 
ski, Stix, Baer & Fuller, St. Louis; Gil- 
christ & Co., Boston; Jose Rivera Barreto 


Carlton’s Men’s Shop, San Juan, Port 
Rico, and Aune & Thune, Redwood Falls 
Minn. 


The contest was judged by W. D. Wil- 
liams, general manager, Men’s Wear; Bert 
Bacharach, Men’s Wear consultant, and R 
C. Kash, editor, DISPLAY WORLD. 





Bingham Now With 
Stensgaard 

After 10 years in charge of display for 
Robertson Brothers, South Bend, Frank G 
Bingham has resigned and on February 25 
joined W. L. Stensgaard & Associates, Chi- 
cago, as an account executive. His  suc- 
cessor at Robertson’s has not been an- 
nounced. 

It is reported that Bingham 
Clinton Clark, who is said to have resigned 
his position with Stensgaard in 
market a special display promotion which 
he developed for the 1945 Christmas season 
for The Boston Store, Milwaukee, and 
which was a great success. 

Bingham’s monthly feature in DISPLAY 
WORLD, “Think This Over,” which has 
appeared for many years, will continue. 


replaces 


order t 


Marcus Holds Opening 
For New Showrooms 

The formal opening of the newly enlarged 
and modernized showrooms of Marcus Wi 
dow Display Service, Inc., 104 Lincoln 
street, Boston 11, was held on March 7. 4 
buffet lunch served to the numerous 
visitors who attended. 


Was 
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C'Clare is Retained 
For NADI Clinic 


Probably the most important educational 
feature of the National Association of Dis- 
pliy Industries’ Display Market Week, to 
be held in New York City, June 24-28, will 
be a display clinic to be staged on Thurs- 
day, June 27. Dana O'’Clare, display di- 
rector for Lord & Taylor until the war, and 
operating his own display consultant service 
since his return, has been retained to pro- 
duce the clinic. The affair will probably 
be held at the Manhattan Center. 


Plans for the clinic were discussed at a 
luncheon meeting March 11, at which time 
members of the NADI committee met with 
display executives from eight New York 
City stores. Representing the NADI were 
Ralph Adler, Jas. B. Williams, Inc.; Al 
Bliss, Bliss Display Corporation; Sylvan 
Freund, Decorative Plant Company; L. J. 
Charrot, of the firm of that name; Warren 
Gallagher, Coy, Disbrow & Co.; Ralph 
Mever; Syd Messer, Display Equipment 
Company, and Max Mayer, The Greneker 
Corporation. 


Chairman of the clinic will be Alan A. 
Wells, sales promotion manager, Kaufmann 
Department Stores, Pittsburgh, who served 
in the same capacity last vear. It is under- 
stood that much of the program will be 
given over to the results of research conducted 
to find better display techniques and _ to 
andle the various problems connected with 
better visual merchandising. 


\mong the suggestions advanced by those 
present at the luncheon meeting were: a 
liscussion of lighting; analyzing the differ- 
ent phases of traffic within the store; a 
presentation of plastics developments ; 
lashion review; store fronts, and related 


subjects. 


Interesting Use 
Of Decoupage 


Henry Callahan, display director for Lord 

« Taylor, New York City, introduced a 
novel series of windows to local shoppers 
vhen he used decoupage cut from spun glass 
sheets and adhered to plastic squares framed 
vith chicken wire. Decoupage consists of 
utting abstract or concrete figures from 
arious materials and then adhering them 
na background in a complete design ap- 
vropriate for the general subject. 


Huset Rejoins 
Thornton's 


Li vd Huset, recently honorably  dis- 
Nareed from the Army Air Corps with the 
tank of captain, has returned to Bluefield, 
id has become display and advertising 
er for Thornton’s Department Store; 
with the firm for several years prior 
War. 


Vuong the war Huset was a squadron 


tor with the Fifteenth Air Force and 

n 47 missions in Italy and Africa. 
Wolcott, who handled the display 

vertising duties at Thornton's during 
has entered the insurance field. 
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Lee W. Court, Wm. Filene’s Sons Company, Boston, creates 
heavenly setting for Bridal Display with billows ot Sylk 
glass against star-studded blue background. 


Sylkglass 


America’s Loveliest Display Materials 


| There is no other display material quite like Sylkglass Fiber Floss. 
It is used extensively by Display Men of America’s smartest stores 
in creating settings with that “out-of-this-world” feeling. 


Sylkglass is the softest, silkiest and easiest-to-handle spun glass 
ever made. 

It is unsurpassed for cloud, wave, smoke, waterfall, snow, dream, 
ethereal, and cobweb effects. Sylkglass lends added glamour to 
all types of merchandise at all seasons of the year. 

For DIFFERENT and UNUSUAL spring and Easter displays Sylk- 
glass is available in white and breathtakingly beautiful pastel 


shades. It is 100% FIREPROOF, too! 


Sample Card Upon Request 


RADIANT GLASS FIBERS CO. 


208 EAST 27TH STREET NEW YORK 16, N. Y. 

















VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47-West 57th Street 


NEW YORK 19, N. Y. 
PLAZA 3-8968 
































Complete 
photographic files 


Window 

and Interior Display 
Service for Department 
Stores and Specialty 
Shops — mailed weekly 


Reprints 
always available 


at moderate prices 


Studio Still Lifes 


Complete 
information and samples 


sent on request 
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—A view of the "Welcome Back" dinner given by the Cleveland Display Guild and the Asso- 

ciated Display Industries of Cleveland. Speakers’ table: Jack Zealor, Fries & Schuele; Carl V. 

Haecker, W. T. Grant Company; George Silvestri, president of the National Association of 

Display Industries; Nathan Silverblatt, DISPLAY WORLD; B. W. Newell, Taylor's; Carl George, 

WGAR; C. L. Seeley, Cleveland Ad Club; Mrs. Arliene Nichols, and M. A. Rappaport, Rap- 
paport Studios— 


A News Notes 


By C. H. FADEM, Secretary 
Cleveland 


HE Associated Display Industries of 

Cleveland gave a “Welcome Home” 

dinner on February 6 for 48 G.I. dis- 
playmen returned to civilian life from the 
armed forces. Two hundred and thirty-six 
persons turned out to attend this dinner, 
which took place in the ball room of the 
Carter hotel. 

Attending were distinguished guests from 
the executive staff of some of Cleveland’s 
top department stores, including P. C. Fleer, 
vice-president, the Higbee Company; H. R. 
Wells, general superintendent, G. Holcomb, 
F. Haynes, A. Goy and R. Galvin, from 
Taylor's; FE. Goldstein, advertising manager, 
F. W. Collins, and Homer Richards from 
The May Company; H. Weinstock and E. 
Frazer, Roebuck & Co.; W. C. 
Charles, The W. B. Davis Company; L. 
Rosenbloom, Rosenbloom’s; Walter Schuele, 
The Fries & Schuele Company; M. Surso, 
assistant general manager, The Stearn Com 


sears, 


pany, and many others. 


was reported in detail in 
-Ed.) 

\ telegram has been received from Guy 
Malloy, president ‘of the Southern Display 
\ssociation, asking for the Ohio Display 
\ssociation’s help toward a record attend 


(This meeting 


the February issue. 


educational con- 
Hous- 


ance for the first display 
ference and exhibition to be held at 
ton in April. We here in Cleveland are go 
ing to try to get a good-sized delegation to 
go. If displaymen in Ohio wish to join 
this Cleveland group, write C. H. Fadem, 
2320 Superior avenue. 





The Associated Display Industries oi 
Cleveland, mentioned above, was formed on 
December 30, 1945, at a meeting called b) 
the writer. The purpose of the organiza- 
tion is to offer a source of dependable dis 
play guidance supported by principles that 
will help to give Cleveland a higher type ot 
service for retail conventions, 
parades, outdoor displays and civic decora- 
tion generally. 

Officers elected are Joel Copperman, Ad- 
vertising Displays and Decorations, as pres- 
ident; M. I. Rappaport, Rappaport Studios 
vice-president; C. H. Fadem, advertising 
and display director, Lyon Tailoring Com- 
pany, secretary; Joseph Pribil, Pribil Dis- 
plays, treasurer. Board of directors: Dave 
Stromberg, Mutual Display & Manufactur- 
ing Company; H. Bartlett, The American 
Decorating Company, and Tom Sample 
Sherwin-Williams Company. 

Special U. S. Treasury citations and 
plaques were mailed to the members of the 
Ohio Display Association Victory Loan 
Display Committee members. 

The ODA Annual Award Window Displa) 
Contest is open to all displaymen in Ohio. 
Send in your photographs. There are 2 
classes you can enter. All photographs will 
be put on display at the ODA State Meet 
ing in April, and $300 in prizes will be 
Photographs of your displays - 
1949 


stores, 


awarded. 
be accepted from as far back as Apri 
The closing date is not far off! 

Plans for the ODA semi-yearly meetis 
are being arranged. A record attendanc 
is expected. 


1946 
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Wally Kramer Forms | 
New Display Firm | 
ollowing his return from lengthy service | 


with the army in the China-Burma-India 
th atre, Walter F. Kramer has_ formed | 


Kramer Displays, Inc., 6 North Michigan 

av nue, Chicago, 2, and will handle a well- | * 

rounded line of display materials and equip- | S the 2, 
ce ment. Associated with him are three other | 
i returned servicemen. 


lor several years prior to the war Kramer | 
was in charge of the Chicago office and 


showroom of. Garrison-Wagner ager oars With Smart Easter Flowers, 


and was previously manager of the display 
partment of Carson Pirie Scott & Co., 


oleae : Foliages and Botanicals 


Cox Heads Display 
For Hardware Group 


cht Te & Raber Canpen” skeen | ASPARAGUS — Medium Size . . $9.00 Per Hundred 








— 


= 2. 


is interior displayman, has accepted the po- FERNS 

sition of manager of the store planning and Si p a d d 
sso- display department for the National Retail | PRESERVED Large See 3 6 « $15.00 er unacre 
lV. Hardware Association, Indianapolis. He is | 
al working on a store modernization service 

jor members of the association. Cox was a 
rge, 


cher at Ac Unee aa a Natural, Green, or Pastel shades — 
/ 7 
‘ap- retail display department of Montgomery | GRASS MATS 
Ward & Co., Chicago, before he became af- Burlap Back. 
fliated with Firestone. 


Dorsey Resigns Position | Bamboo Poles and Stalks, Preserved Ferns, Phoenix, Cicus, 


At Oppenheim Collins PALM TREES Cocoa Nut Leaves and Palmetto Leaves Flameproof. Sea 
Leslie Dorsey has resigned as display | Shells, Seafans, Sponges, Coral, Star Fish. Colored Sands, 

manager for Oppenheim Collins, New York Crystals, Wood Shavings. 

City, a position he had held for approxi- 
mately four years. His future plans have 
ot been announced, nor has a_ successor 
een appointed to the position at this writ- | 


BRANCHES Redwood, Birch, Natural, Colored, Grape Vines, Cherry 





»s of @ mg. Dorsey was previously with De Pin- | TREES Trees, Apple Trees, Birch Poles and Bark. 
ed on i's, of the same city. 
ed by 


aniza- § Connolly Heads Display 


e dis For Peck & Peck h i i 
; | t Moss, S sh, Liche. 
s tha Peck & Peck, New York City, has an- | MOSSES _ a 











ype ol nounced the return of Robert Connolly as | 

1t10Ns, lisplay director of all the firm’s stores, | 

ecora- iter service with the armed forces in Africa | Visit New York's Smartest Show Rooms 
ind Italy. During his absence the displays | 

1, Ad- vere handled on a_ free-lance basis by 

pres- Walter H. Smith. e L = 

sudios rm ; | an 

rtising : 

posi _ ie a0 Manufacturers and Creators 
e. orme inciair } 

l Dis- } . y E . 

Dave [he Earle Sinclair Company is the name 43 WEST 56TH ST., NEAR 5TH AVE. NEW YORK 19, N. Y. 

-actur- ta display firm organized recently at 2335 | 

erican lement street, San Francisco 21. The 

ample mpany acts as distributor, chiefly for | | 


papers. |REDIKUT LETTERS| | NEW CARPETS for OLD 


and = 
‘the i Bob & | Die Cut Cardboard Letters 
, ” “it — Returns Popular sizes, styles and colors. Write for 

sl rom Service your samples and prices. Ask your Dealer. 





Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 











oS Fo lowing his discharge from the armed || THE REDIKUT LETTER CO. } from ne — @ Perfect oo — eat “4 
isp r( Bob Ewers has joined the display | | 2992 w. 76th St. Los Angeles 43, Calif. | re-coloring Uraperies. @ colors an ack. 
vag “pariment of The Uhler-Phillips Company, | | For complete information and sample (color 
ne , Ohio. USE THE | selected should be same as in present carpet, 
Meet OPPORTUNITY EXCHANGE | or darker) write 


ill be May Brooklyn, For any WANT AD purpose: 


: Nam S POSITION WANTED POSITION VACANT 

s will Hames McDermott USED DISPLAY EQUIPMENT FOR SALE HELMS CHEMICAL COMPANY 

1945 [h appointment of Joseph McDermott REPRESENTATIVES WANTED ¥ 

lay manager has been made known by $3.00 Per Column Inch — CASH WITH ORDER | 1014 N. Harlem Ave. River Forest, Ill. 

eeting Brooklyn. McDermott was former- 

dane W the display department of Abram- 
‘lushing, L. I.; he replaces Al Tan- 
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Title Registered U. S. Patent Office 
Combined with 
| MERCHANTS RECORD & SHOW WINDOW | 
Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 


H. C. MENEFEE, President, 
NATHAN SILVERBLATT, Manager, 
R. C. KASH, Editor. 








OUR PLATFORM 

1. The Promotion of Display. 

. More Display Cooperation by Manufac- 
turer and Merchant. ; 

. Advancement of the Display Business. 

. Practical Service to the Display Profession 
and Industry. 

5. Greater Appreciation of Display's Power in 
Merchandising. 

. Absolute Independence of Our Editorial 
Columns. 


Land 


> Ww 


o 








Vol. XLVIII MARCH, 1946 No. 3 


Editorial 
Potpourri 

We would like to point out again that one 
important functions of a trade publi- 
DISPLAY WORLD is that 
of service to its readers. Many now call 
on DISPLAY WORLD at frequent intervals 
certain 


oft the 
cation such as 


for information on where to. get 
items of display equipment, scarce materials, 
where they can obtain additional display 
training, and so on and on. But numerous 
readers do not take advantage of this free 


service which any Food trade magazine 1s 


glad to render 

DISPLAY WORLD maintains very com- 
plete files of data on display firms, mater 
ials, and related 
field of display. 
received 


information, covering the 
entire Naturally an occa- 


sional question 1s which can not 


be answered, but they are comparatively 


rare Practically all requests for informa 
tion are answered the same day they are re 
ceived 

letter Canadian 
typical of 
from those asked for such help: 


“Many DISPLAY WORLD; 


efforts shown in regard to helping us 


The tollowineg irom oa 


display firm 1s many received 
who have 
thanks to 
yout 
with display firms is much 
You have 


consisting of six men, all 
Most ot us 


get in touch 


appreciated been very kind to 
this firm, now 
have 


with service overseas. 


had about five and a halt vears ot service 


and action 


“We are 


ing up one of the best display 


toward build 
firms in this 


well on our way 


city . Might we sav that we have no 
hesitation in saving that DISPLAY WORLD 
really is trying to help the returned men to 
reestablish themselves, and giving them the 


to be in line with future displaymen 


chance 








DISPLAY WORLD 


and displays. We have not lost anything in 
regards to being away from home, but have 
gained through DISPLAY WORLD the up- 
to-date ideas with regard to display.” 

This service is yours to use whenever you 
wish. 


Displaymen are uniformly appreciative of 
the promotional efforts of the Armstrong 
Cork Company, Lancaster, Pa., in various 
trade and national magazines. The big 
company has a policy of helpfulness for pos- 
sible retail users of its linoleum and practi- 
cally every advertisement of the product 
carries with it sketches and ideas for mak- 
ing a better store through the use of display. 
The current advertisement in Men’s Wear, 
for instance, shows a sketch for an unusual 
another for a 


jewelry display case and 


sportswear display for the store interior. 


The demand for personal display instruc- 
tion in an adequate display school con- 
tinues unabated, with no prospect that such 
a school will be established in the near fu- 
ture. Typical of the inquiries received by 
DISPLAY WORLD each day are these two 
letters: 

“In your February issue of DISPLAY 
WORLD you had an article and a letter on 
the subject of display schools in New York 
City. I am interested in learning more 
about these schools, their courses, tuitions 
and locations. I am a veteran of four years 
service and would also want to know how 
stand under the GI bill. At 
present I am employed by a display service, 
and have had experience selling 
display materials, but I am vitally interested 
in becoming an all-around displayman.” 


these schools 


previous 


“Il am interested in window display, but 
can't find a suitable school. Could you give 
information on the ‘Blank’ 


would have to 


me any school, 
as to the amount of time I 
spend there to complete the course.” 

Both courses referred to in the above let- 
ters are being taught currently in universt- 
ties, but on a basis of a few hours instruc- 
tion each week. The crying need is tor a 
school with a balanced curriculum of theory 
and practice, teaching a complete course in 
which will do far more than touch 
high spots—a school where students 


display 
on. the 
can devote their full time to learning display 
until the course ts finished. 

When it is remembered that a large ma- 
those attend such 
ex-servicemen, it is plain that 


jority of wishing to 
schools are 
display has missed the boat in this respect, 
at least. 


The first big postwar meeting of dis- 
playmen and display factors will be held in 
Houston during April 22-26, under the 
sponsorship of the Southern Display Asso- 
ciation. It has been in the planning stage 
for well ovet 
nally to have been 
1945 but had to be 
travel restrictions. 
The 
tion is already a success from the standpoint 
factors who will 


two years, since it was origi- 
held in the 
postponed 


spring of 
because of 
Exhibi- 


Educational Conference and 


of the number of display 


show their wares. It remains to make it a 
success from the displayman attendance 
angle. No effort has been spared by Guy 


“Malloy, president of the SDA, Eddie Rose, 
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general chairman of the Conference, an 
their associates to make this meeting an 
outstanding one. While complete program 
details are still unavailable at this writing, 
a number of display celebrities and nation- 
ally-known figures will take part and their 
messages and demonstrations should be 
both interesting and beneficial for all who 
attend. 


An indication, of the way European coun- 
tries look to America for guidance and in- 
spiration in display is seen in the quantity 
of foreign subscriptions pouring in on 
DISPLAY WORLD. In one mail were 11 
from Belgium, 13 from Switzerland, 10 trom 
Sweden. And unbelievable as it may sound, 
one dealer in Copenhagen recently placed 
his order for 500 copies each month—only 
to be told that because of the tight paper 
situation in America the order has to be 
limited, for the one-tenth the 
amount he requested. DISPLAY 
WORLD’s circulation, by the way, goes to 
11,000 copies beginning with the current is- 


present, to 


sue. 
Display Talks Given 
By Hamilton 


Harry Hamilton, for many with 
Henshey’s, Santa Monica, Calif., and well- 
known for his activities in Southern Califor- 
nia display circles, has been selected by the 
California State Board of Education as one 
of a group of 10 men to participate in a 
series of five weekly meetings which com- 
“Business Planning Institute.” The 
sponsored jointly by local 
chambers of commerce and the State Bureau 
of Business Education. 


years 


prise a 
programs are 


As his part in the meetings, Hamilton is 
discussing display under the title of “Three 
Second Selling.” He has already spoken 
before several groups in various communi- 
ties, and reports that merchants in attend- 
ance have received his presentation of dis- 
play with a interest. Cities 
already Huntington Park and 
Anaheim, and Hamilton will speak in Whit- 
tier on March 18, Van Nuys on March 19, 
Monrovia March 20, Long Beach March 21, 
Burbank April 17, El Monte April 18 and 
April 23. 
on each program as representing the South- 
ern California Display Directors and Manv- 
facturers Club. 


great deal of 


covered are 


San Diego on He is presented 


charter member of the 
Detroit Display Club when it was formed in 
1918, and has taken part in Southern Calt- 
fornia display activities for many 
During the past war he was retail chairman 
of the Santa Monica war finance committee. 
publicity director of the War Chest and 
Red Cross, and was Victory Display commit- 


Hamilton was a 


years. 


tee chairman for the Santa Monica bay areas. 


David's Displays 
Sell 500 Dresses 


A recent window displays by 
John Miller for David's, Buffalo, backed up 
by newspaper advertising, is credited with 
selling 500 dresses at $12.95 each. The fea- 
advertised in such 
publications as Mademoiselle, Seventeen and 
Glamour and the displays portrayed the 

breaking through the ol 
the respective publications. 


series ot 


tured merchandise was 


ZOWNS as covel 


19454 
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an Pepsodent Displayer 


all Shows 72 Brushes 

tly Designed by Raymond Loewy and _ pro- | 

“ang, luced by Harve Ferrill & Co., Chicago, a | 

vet v counter displayer is being distributed 

ai the Pepsodent Company's retail outlets; | 

Pa unit displays a full half-gross of tooth- | 

io brushes, although it takes but 19 inches by | 
11 inches of counter space. Streamlining is 
achieved through the use of bent plywood | 

en ichly finished in a deep rose color with the | 

| 9 Y trade name in white. The tray holding the | 

— brushes is also finished in white, thus acting | 

a Ma as a suitable background for the vari-col- | 

red brush handles. 

rom 

und, 

aced 


only Co-Display Managers 
aper For McCutcheon's 


a \rthur Charni and Bernard Downing are | 

LAY now sharing the display directorship of 

. i James McCutcheon & Co., New York City, 

yea is announced. Downing is now in charge 

window display, formerly handled by 

Charni, and the latter has taken over in- 
erior display, which had been directed by 
Downing. 

with 

eee Gaba Produces 

or- 

wre Gimbel's Show 

one Gimbel’s third annual “Assembly © of | 

in a Famous Fashions,” featuring John Powers 

‘om- ind Conover models, will be produced by 

The Lester Gaba in the Gimbel auditorium, | 

ocal Philadelphia, on March 20. Gaba will be | 

reau emembered as a mannequin designer and | 


nanufacturer prior to the war. 


hree hel . | 
ken Next Parrish Clinic Y0 lJ R Vi R ( HAN p § 


April 10-11 


end- 
dis- \ number of display managers are plan- e 
ities ing to attend the next clinic of Amos Par- deserves a background 
and ish & Co., to be held at the Hotel Plaza, | 2 2 4 
ae. Vo a of distinction 
19, 
} 2), 
and Be sure to see our new and complete line for Fall which will be shown 
wan Florida And Cuba 
uth- ff} For The Goldbergs for the first time at the S. D. A. Conference at Houston beginning 
anu- Phil Goldberg, manager of Schack’s, Inc., . H inci i 
S iar Waa than cine postal nai April 21, and concurrently in our Cincinnati showrooms. 
the Mrs. Goldberg left recently for an extended 
a 10 1 t1o 1 florid: ant ; a. _ 
ali. n mt Flock end Cate GENERAL DISPLAYS are colorful, eye-appealing sales promoters, 
ars iiss : ° 
ei the perfect background for your merchandise. 
sede Gottlieb Returns 
and From Arizona 
mit- (; (4s. Gottlieb has returned from a month's (e 23, Write for catalog on your letterhead. 


tion spent in Arizona, with side-trips 
litorna. He is head of Greggory, Inc., 


.|——— 2 -—— me 


ems about all happenings in the dis- 


fea mn field: births, deaths, marriages, | | vy 7 ( 0 R P 0 R A I | 0 | 











- Changes of position, anything pertain- ,i i ’ 
a et aoe oe a | BiG: \e 140 W. 4TH ST. CINCINNATI OHIO 


of Bere. | pea CREATORS OF AMERICA’S MOST BEAUTIFUL 
— | le ARTIFICIAL FLOWERS AND DISPLAY DECORATIONS 
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TRAY-WARE 
Plastic 
Display Trays 


... the favorite of successful 
stores from Coast to Coast. 














No. 101—TRAY-WARE SOK-TRAY. 


loz. $12.75 








No. 102—TRAY-WARE GLUV-TRAY. 


sede ca aides. Dot iive..........c aan 











TRAY-WARE 


Manufacturers 


1384 WEST 117th ST.» CLEVELAND 7, OHIO 
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Seattle Store Plans 
Expansion Program 


Opening new vistas for dramatic and 
revolutionary display techniques, Frederick 
& Nelson, Seattle Marshall 


Field & Co., Chicago, has announced a $5,- 


division of 


000,000 construction program that will en- 
large and streamline the entire department 
Work will start immediately 
on the $2,000,000 first phase ot the project 

One ot the largest single department store 


store building. 


modernization and expansion programs yet 
announced on the Pacific coast, the project 
will be divided into two phases, it was an- 
nounced by Hughston M. McBain, president 
of Marshall Field & Co. The initial phase 
will involve construction of a portion of 
floors on the 


three store’s 


five-story building, installation of wide es- 


more present 
calators and new, high-speed elevators, and 
freight concourse to the 
basement level, to provide a 20 per cent in- 
crease in main floor sales area. Also to be 
installed on the main floor as part of the 
ventilating 

illumina- 


removal of the 


first phase are a high-capacity 


system and new “daylight type” 
tion fixtures. 

The second phase of the program, McBain 
said, probably will start early in 1948, but 
final plans on this will not be completed 
after the first of next year. The 
which provides for completion 
upper floors and considerably 


until 
second phase, 
of the new 
more selling space, also includes 
dramatic exterior improvements. 
“Visual merchandising” will be the ob- 
jective of all decorative treatment to drama- 


tize the actual uses and desirability of the 


many 


—A special entrance, similar to the sketch 
shown below, is planned for the Men's Shop 
as part of a five million dollar expansion and 
modernization program announced recently by 
Frederick & Nelson, Seattle division of Mar- 

shall Field & Co., 


| af 


Chicago— 








_— 


merchandise. Displays will be designed t 
provide a setting for the merchandise, rath 
er than using the articles merely to dres 
up a setting. 

Increased emphasis will be given to in 
terior displays, which will have an eve: 
wider scope than the windows. Dramati 
interior spots, strategically located through 
out the store, will be coordinated to give a 
buying in merchandis 
Window decor- 
ations, interior displays and advertising also 
will be more closely coordinated. 


unified picture by 
from various departments. 


Glo-Brite Announces 
Black Spun Glass 


Headlining this month’s newest creations 
in spun glass material is the shade of 
“Sophisticated Black’ announced by Glo- 
Brite Products, 1910 West Birchwood ave- 
nue, Chicago, as part of the “Glo-Glass” 
line. Technical difficulties have until now 
kept this shade from making its appear- 
ance, the company reports. In addition to 
black, Glo-Brite offers all of the regular 
spring pastel shades of spun glass packed 
in 1 pound shipping cartons. 


Palmer Joins Staff 
Of Nat Siegel 


Howard L. Palmer, formerly with Gard- 
ner Displays, Pittsburgh, and lately with 
Julius Garfinkel & Co., Washington, has 
joined the sales staff of Nat Siegel, Inc., 
New York City. He succeeds Milton M. 
Goldstein. Palmer is well acquainted in 
the display field and will renew many 
friendships in his new work. Goldstein has 
joined the sales staff of the New York of- 
fice of L. A. Darling Company, Bronson, 


Mich. 


























ons 

of 
rlo- 
ive- 
iss’ 
NOW 
PaYr- 
1 to 
ular 


‘ked 


ard- 
with 
has 
Inc., 

M. 
1 in 
lany 
has 
of- 


ison, 
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Dellas Man Wins 
Reynolds Contest 

ine cash prize winners in the nation- | 
vile Christmas window display contest 
sponsored by the Reynolds International | 
Company, Chicago, manufacturer of the 
pel!) guaranteed to write at least two years | 
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out refilling, have been announced. 
Milton Robey, display manager of Volk 


Brothers, Dallas, was awarded first prize of 
31,000 by three nationally-known judges 


studied entries received from practi- 
every State. 
1). A. Cowdrey, Frank Dry Goods Com 
Fort Wayne, received second honors 
$500, while third prize and $250 went 


Vern Davis, Palace Clothing Company, 
Kansas City. Six additional $50 award win- 


also were announced. 
In announcing the contest winners, Milton 
teynolds, chairman of the board, also 
tated: “Our Christmas contest, launched 
ttle more than two months after we went 
nto operation, was so successful that we are 
w offering a grand total of $33,500 in cash 


prizes in a new national contest for the 780 


est Reynold’s pen window displays between 


March 1 and March 31. These awards will 


nclude 10 $1,000 cash prizes, 10 of $500 each, 
' of $100 each, honorable mention cash 


vards to 750 other winners, and a $12.50 | 


rsonalized Reynolds pen to each entrant. 
‘Ten additional prizes of $1,000 cash 
ich will be presented to the 10 distribu- 

salesmen who encourage the most deal- 
r entries. This contest is another step in 
ir program of support for the distributors 
nd dealers who have accomplished a feat 
hich we believe is unequalled in merchan- 
sing history.” 


[he six display managers who were 


varded $50 cash each in the Christmas | 


ntest were: George H. Wagner, J. L. 
randeis & Co., Omaha, and L. L. Wilkins, 
t Louis Pizitz Dry Goods Company, Bir- 


ngham, tied for fourth; W. E. Ten Eyck, | 
naldson’s, Minneapolis, fifth; Walter M. | 
Nein, The Polsky Company, Akron, sixth; | 
bert Zwilling, W. T. Grant Company, | 


eveland, seventh; and O. Shriner, of Von 
ngerke & Antoine, Chicago, eighth. 
ludges for the Christmas contest were: 


rt 


mpany, Washington, D. C.; 


retary of the Ohio Display Association, 
| RC. Kash, editor, DISPLAY WORLD. 


Opens Display Business 
n Portland 


\ display jobbing business has been | 
at 309 Southwest Third avenue, | 
l, Ore., by John C. Benedict under | 


] 


ne of Benedict's Display Equipment. 
ner wishes to hear from manufac- 
esiring representation in that area. 


“echt Joins Father 
" Bus ess 


ing his discharge from the armed | 
itter more than three years with | 


\r Air Force and Chemical Warfare 
“Ups in the South Pacific theatre, Ray- 
nd Hecht, Jr., has joined his father 
eration of Hecht Fixture Company, 





















Sarazen, sales manager of the Hecht | 
C. H. Fadem, | 


nm Tailoring Company, Cleveland, and | 
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These slender, ribbed columns will prove 
an important property around which ‘to 
build eye catching displays. Their polished 
surfaces highlight brilliantly —tailored lines 
lend themselves naturally to the accom- 
plishment of artistic light and shadow 


—— 


Colbyal” 


Columns available in variety 
of rich bright colors. 


RED—AMBER—YELLOW 
BLUE— GREEN— WHITE 


Columns 6-inch diameter. Ornamental top 
and bottom plates of 44-inch transparent 
plexiglas. Small spacers of colored plastic 
to match columns. Any height to 7 feet. 
As many columns to a unit as desired. 
Light weight but sturdy. 


ae Write for prices 
Frank aver PRODUCTS 


1627 W. FORT ST. DETROIT 16, MICH. 











BIRCH POLES 


e@ CEDAR POLES 

@ CEDAR SLABS 

e BIRCH BRANCHES 
e BIRD HOUSES 

e@ RUSTIC DISPLAYS 
e BIRCH DISPLAYS 
@ RUSTIC FURNITURE 


RUSTIC FURNITURE CO., Inc. 


“Parkcraft”’ 
Phone 68 Day— —Night 147 
WILLIAMSTOWN, N. J. 








JUNE MARKET WEEK 
DON’T MISS MOST COM- 


PREHENSIVE DISPLAY LINE SHOWN 
SAVE TIME - DAILY LUNCH ON US 


DARLING DISPLAYS 


47 W. 34TH * NEW YORK ° 








@ PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS @ 
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VELOUR PAPER 


EMBOSSED 


10” Wide S OO 


Pastel Shades Se 
» 
NOVELTY PAPERS 
e 
WALL PAPERS 
@ 

DOLLIES 
& 
METALLIC PAPERS 
e 
TISSUE IN COLORS 
’ 

FIBRE GLASS 
e 


ANGEL HAIR 


“ART IN PAPERS” 


43 W. 56TH ST. 
Near 5th Ave. 


NEW YORK CITY 19 





— 











*60” WIDTH RIGID 
DISPLAY NETTING 
ri light “i e 
60c per y 
* 36” WIDTH SOLID 
Tropical Fibre Matting 


pica 


e 


6125 per veer 


discount. 


Usual 


jobber 


Coeur 


New York 16 
Randolph St. 


Products Inc., 460 4th Ave., 
Branch 180 W. 


Chicago 
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Display Goes To College 


N February 13 a class in display mer- 
chandising made its debut at Wash- 
ington university, St. Louis, with Dave 

Bond instructor. Dr. 
Wingate University’s 
Retailing program, 


Stores as 
from the 
opened the 


Estes of 
John W. 
School of 
stating, in part: 

“For persons who would know it in all 
its aspects, display offers a wide range of 
Proficiency in the student in- 
volves adequate knowledge of, and training 
in, department management. The 
quisites for success involve a knowledge of 
the operation of the business, including an 
understanding of the great forces in our in- 


opportunities. 


prere- 


dustrial progress. 

“These things can be learned in an organ- 
ized way only by study in school and store. 
In short, display is a complicated business, 
the details of which must be obtained from 
who studied sound practices, 
have worked by them, and thought about 
them. Personnel from top to bottom must 
know the techniques if success 1s to crown 
their effort. 

“A thorough knowledge of display opens 
the routes to many top positions, and new 
ones are constantly making an appearance. 
The surest way to travel is to explore these 
routes. This can be done only with the aid 
of competent guides, and this means with 
the help of skillful teachers in school and 
store. In this way students avoid hit-and- 
miss methods of training, escape the mis- 
takes of random employment, make detours 


those have 


around blind-alley jobs. 

“College courses in display—while not a 
substitute 
low the student 
volved.” 

Arthur D. Buckland, promotion manager 
for Famous-Barr Company, St. Louis, spoke 
follows: 


for practical experience—do al- 


to grasp the principles in- 


substantially as 

“In organizing this timely course in re- 
tail merchandising, Washington 
is establishing itself as the most progressive 
university of its kind in the country—for to 
my knowledge, this is a pioneering effort 
conceived and developed right here in St. 
Louis, with no precedent to follow, but es- 
a pattern and procedure for all 


university 


tablishing 
America to imitate. 

“This course comes at a particularly op- 
portune time, for we are standing at the 
threshold of the Golden Age of American 
business. The great accomplishments — of 
the past decades will pale into insignificance 
strides we are going to 
-and display is 


compared to the 
next 10 vears 
a greater, broader, more all- 


make in the 
going to play 
inclusive part in coming developments than 


even the most visionary of us ever dared 


dream of just a few short vears ago. 


“When I was initiated into business, dis- 


play was the Little Orphan Annie of selling. 


Today it has grown up and become of age. 
Tomorrow it will assume its rightful place 
increasing selling eff- 


selling world- 


and reducing the costs of distribu- 


in the 
ciency 
tion whenever and wherever it is properly 
utilized 


“Display is big business today. Estimates 
usually rate it a  $500,000,000 business. 
Many industries are smaller—and when 
business management wakes up to the full 
potentialities of display—call it ‘at-the-store 
advertising’ or what you will—display will 
rank with other advertising media in busi- 
ness budgets. 

“But to compete 
zine, radio and other advertising 
for its rightful share of the advertising 
dollar, display must have more facts, more 
arithmetic, less generalities. 


with 
forms ot 


newspaper, maga- 


Business spends hundreds of millions of 
dollars annually to create a desire for mer- 
That advertising brings custom- 
ers to Display’s big job is to sell 
customers after they reach the 
them not only the items they came after, 
but other merchandise as well. Yes, that’s 
display’s big job. That's where it fits in 
as an important, integral part of the scheme 
of distribution. That's how it establishes its 
right to a substantial share of the advertis- 
ing dollar—by assisting stores to-cash in on 
store traffic—by selling more things to a 
given number of people, thereby increasing 
the store foot and reduc- 
ing the actual selling costs. 


chandise. 
stores. 
store—sell 


sales per square 


there'll be no 
Instead we 


“Everyone realizes that 


return to the ‘good old days.’ 


will face new conditions, new competition, 
new products, changes in markets, new 


methods of marketing, and such drastic 
changes from prewar days that those who 
are unprepared may fall by the wayside or 
be forced to the wall. In the light of thes 
new conditions, it’s evident there will be n 
place in the present day business world for 
guesses or hunches. Instead, thoroughl) 
planned and effective display will be needed 
to sell new products, or new models of old 
products. Display will be called upon to 
play a major part—and you folks preparing 
to enter the display world must be prepared 
to meet the challenge. And that’s just what 
this course is designed to do. 


“Why is display so important in the sell- 
ing field, and why is it daily growing moré 
business management 
on the old 


important? Because 
is placing importance 
Chinese proverb, ‘A picture is worth ten 
thousand words. The truth of that old 
statement is never challenged today becaust 
we all know beyond any doubt that. th 
human mind thinks in terms of pictures, 
not in words. And certainly the efficienc) 
of the ear in transmitting a message t 
the brain can never be compared to th 
eve, for we retain far more of that whicl 
we see, than that which we hear. There 
fore, the eye is the most important 
by which we can communicate with the 
brain—and that's where display fits into th 


more 


factor 


selling picture. 


“Displays should be right, easy to look 
at; they should tell the story of the mer 
chandise in a convincing manner. The cus 


tomer should not get a jumbled, contuse 
picture of poorly related shapes and colors 
any sense of Seél! 


absolutely devoid of 


M, 


aril) 
voing 
reate 
ship 
sellin, 
live 


746 


> 


lates 
Ness. 
vhen 

full 
store 

will 
DUSsI- 


‘a ga- 
ising 
ising 


more 


ns of 
mer- 
stom- 
. sell 
—sel] 
aiter, 
that’s 
ts in 
heme 
es its 
ertis- 
in on 
to 

‘asing 
educ- 


ce ro 
id we 
tition, 

new 
rastic 

who 
ide or 
thes¢ 
be n 
ld for 
yughly 
1eeded 
of old 
yon to 
paring 
epared 
t what 


e sell- 
yr more 
yement 
1e old 
th ten 
at old 
yeCause 
at the 
ictures, 
icienc) 
age t 
to the 
whicl 
There- 
factor 
ith the 
nto th 


i Jook 
e mer- 
| cus- 
On tuse 
| colors 
‘ 14 


{ ‘seu 


MARCH, 1946 


Tie kind of a job you do directly affects 
your firm’s sales volume and profits. 

It's easier to take away from the value 
of an article than it is to hold its face value, 
or add something to its value. Display’s 
jo) is to create a maximum of visual right- 
ness by proper assortments, arrangements 
planning—for only in this way can your 
k have favorable effect upon the mes- 
es that are telegraphed through the eyes 
consumers to their respective brains. 


“In the immediate future the science ot 
lisplay is going to improve by leaps and 
hounds, and you folks who are registered 
jor this course are going to be the lead- 
rs. You are going to learn what makes a 
good display click—how to make newsy 
nd interesting displays to sell customers 


uickly and easily with a minimum of con- 
usion—how to pack in a maximum of show- 
manship and front-page human _ interest 
cw. 

“And we predict that top quality show- 
manship will be a prime requisite of every 
lisplayman in the years ahead because 
uusiness doesn’t look for an immediate re- 
turn to the old practice of price cutting, 
oss leaders and all the old tricks to stimu- 
ate sales volume. Imagination in merchan- 
ising, advertising and display will reign. 
“Showmanship is going to help business 
o a better job of distribution at lower 
ist. Showmanship is going to demonstrate 
nd educate. It is going to illustrate ordi- 
arily unseen advantages of products. It is 
going to glamorize plain, simple things and 
reate the desire to buy. And by showman- 
ship [ don’t mean tricks; I mean sound 
vlling showmanship. Any store could put 
live cat and mouse in a window and the 


esulting scrap would draw a terrific crowd, | 


it it would not help sell a product. But 
it same ingenuity directed toward mer- 


andise would sell—and that will be your 


1) 


“Display is a science. Good display is 


now-how, and display people must become | 


igh-priests in their specialized field. Most 
| all, display is a business for people who 


ke selling, who like merchandising, who | 


ke the artistic, and who like to create. 


cause of the great advancements made in | 
emistry, electronics, plastics and engineer- 


g, it will be necessary more than ever for | 
isplay people really to know their products | 


nd t eir jobs. 


q ; 
Just one more word about tomorrow’s 


isiness. It will be good. People will 
iit quality. The army and navy taught 


en and women more about quality, | 


it 


morrow’s customers will demand bet- 
‘quality and they will not want to return 
rior goods. Furthermore, during the 
ars Customers increased their knowl- 
leaps and bounds—and they will re- 
nd demand more and more devices 
nonstrations that will really be help- 
telling them the facts they want to 

a convincing and professional man- 


stry is busy producing goods for the | 


uilding automobiles, and all the 
w products we haven't seen for so 
ople have enough money to buy all 
ufacturers can make for the first 
five years—but don’t let this opti- 
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MODERN ACCESSORIES FOR THE MODERN STORE 


PREVENT MARKDOWNS 
With Cellophane Garment Covers 


We are large distributors of store equipment and display specialties 
and are serving retailers and displaymen from coast to coast. 


NOW IN STOCK! P 
_ For Ladies’ Garments = / 


| Dress Size—8 in. x 21 in. [/ 
| Order Now While Supply Lasts \ 


| ‘ l 1.50 per hundred a oe eee | 


Heavy No. 800 Cellophane 


A STORE NECESSITY | “Spotlight Your Displays” 


SIZE DIVIDERS Swivelier “NIMBLE-LITES" WITH HOOD SHADE 


To Make Selling Quicker, Easier and Porcelain Keyless Socket 


Wired—Ready to Plug-in 


16 
(BULBS NOT 
INCLUDED) 
Hood Com- 
7 
hemousennee! 














pletely En- 
closes up to 300 
W att Spot- 
Light or Flood- 


Size control made easy at low cost. Two types. Light Bulb. 
Round Lumarith (non-inflammable celluloid) for 


general store use. Cannot fall off rack. Beauti- 3 
ful in appearance. All sizes from 1 to 54. Actual 
dboard we 











size, 2%’ diameter. White pressed car 

for stock _— use. The favorite for many years. 
All sizes from 12 to 50. Actual size, 

12” high by 4” wide. Either style, each..... 10c EACH 











No More Brownout! 
No More Blackout! 


And Here's the Equipment for 
Better Display Lighting 


Color Kit With Spotlight Holder . . . Just what you 
need for decorative lighting and to spotlight a 
special portion of your display. . . . The following 
lenses are furnished with each kit: Red, Green, Blue 
and Amber. Color Kit, complete, $1.50. Spotlight 
Holder, complete with cord and plug, $1.50. Birds- 
eye Reflector Lamp—150° watt—95c each. 


NATIONAL HANGER CO., Inc. 


253 W. 26TH STREET BRyant 9-1529 NEW YORK CITY, | 


Display Right with Style-rite 
DURAN’S S%£-Rize 


Manufacturers of 


LADIES’, MEN'S and CHILDREN'S MANNEQUINS 


We Sell Only Through Jobbers 
Algonquin 4-8968 














27-31 BLEECKER ST. NEW YORK CITY 12 






































FOR 


EXQUISITE JEWELRY 
DISPLAY 


BY 


LYNN DISPLAY 


17 W. 45th St. 








New York 19 
















"DEEP in the HEART 
| of TEXAS --- 


Go Our Very Best Wishes for a most Suc- 


| cessful Exhibition and Conference, 
| | HOUSTON—APRIL 22-26 
| Good Luck SD A 


There you will see on Display 


| REFRESH 
| 





America’s most popular and efficient mani- 
kin cleaner. Your dealer has a free sample 
for you. Be sure and get it. 


See the demonstration of 


PLASTIC-WELD 


Our latest contribution to Display that 
will repair your expensive Lucite or Plexi- 
glass fixtures and merchandise. 


To our Northern Neighbors—let us keep 
your manikins presentable for Easter 
Everybody is looking at them. 


Plastic-Weld $1.50 4 Oz. 
Refresh—$1.25 Qt. 


Everett M. Bridge 


981 Main St. Buffalo 3, N. Y. 


| WORLD’S MOST EXCLUSIVE MANIKIN 
SPECIALISTS 














USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 
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mistic forecast fool you. Competition for the 
consumer's dollar is starting right now. No 
how enticing the new models and 
products may be, the fight between competi- 
tive products is going to be great—and the 
fight between hard and soft lines of mer- 
chandise is going to be terrific. Each will 
be trying to get a bigger and bigger share 
of the consumer’s dollar. And of course 
display—if it is ready for the battle—is go- 
ing to play its rightful, major role in the 
This is the American 
has been achieved since the birth of our na- 


matter 


scrap. way progress 


tion. Free enterprise will again take the 
spotlight; world commerce will thrive under 
the Four Freedoms for which our boys 
fought and died. So again I say: get ready 
now, for only in such a manner can the 
future of display be defined. Face the facts: 


is as sound an in- 
insurance, for that’s exactly 
against the known 
dangers of the future.” 


attendance at this course 
vestment as 
what it is—insurance 


and unknown 


outline of 
who said: 


talk an 


by Estes, 


Buckland’s 
given 


Following 


the course was 


“This course on visual merchandising will 











Arro ‘ I3y a 
“ u 
. *hirt< | 





AL ut > 
wean — 


SPOR 
eng Fae 









































—Shown above is a 
signs for P. A. Bergner & Co., 





final group of showcards done by Cecil Garon, 


Peoria, Ill., until his recent untimely death— 
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differ from display previously ot 
fered on university and college levels. |] 
this course the principles of display will | 
discussed and practiced. Actual install: 
tions will be made in modern windows bui 
in the First the instructor wi 
make the necessary preparations, then do t! 


courses 


class roc ym. 


window in the presence of the class. Du 
ing this proceedure the students will 
free to question the instructor and discu 


sions will be in order. 


“The course outline was made up to coy 
the most important phases of display and | 
feel and very fortunate in secur- 
ing the volunteer services of men and women 
who will appear with me on this program 
as guest lecturers. Each in his own right 
unusual talent and ability.” 


Silvestri, Silvestri Art 
Company, Chicago, and president of the Na 
tional Association of Display Industries, 
spoke of the opportunities display offers as 
a profession and emphasized the importance 
of students availing themselves of every 
chance to secure a broad practical knowl- 
edge of the principles of display. 
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4 
hacy Window Display 
T tieaded by Foley | 
y ihn R. Foley has returned to R. H. Macy | 
Il: \ Co., New York City, from military leave, 
we } has been apopinted window display 
will lager, it is announced by Leigh Allen, 
tl lay director. ‘Foley joined Macy’s 
ie inally in 1933, as an assistant decorating 
; st; previously he had been for five 
se s with Erskine-Danforth, makers of 
fi furniture. He next went to Lasalle & 
k Toledo, as display manager, where 
ver spent three years. In 1938 he returned 
id | \lacy’s as assistant manager of window 
cur- display, and in 1942 he was made interior 
men display manager. In 1943 Foley went into 
ram military service, spending almost three years 
igh n the Pacific theatre, on Leyte and Oki- 
nawa, doing administrative work as a T/4, 
in the Army Field Artillery. He is a native 
ucts of Danbury, Conn., and a graduate of Pratt 
Na Institute, Brooklyn. 
TICS, Irving C. Eldredge, former window dis- 
S as play manager, becomes coordinator of cor- 
anti porate sales promotion, it is announced by 
very Harry Kullman, Jr., director of the Cor- 
owl- porate Buying Division of R. H. Macy & 
Ci Inc. 





Booklet Describes 
Flock and Flocking 

“Surface-coating with Flock” is the title 
of a descriptive booklet, in colors, just re- 
leased by Rayon Processing Company, manu- 
facturer of printing and coating flock. Ex- 
plaining that flock “consists of finely cut 
particles of synthetic, vegetable or animal 
fibres,” the text goes on to point out how 
these particles of cotton, rayon and _ hair 
may be adhered to any type of surface to 
produce coatings with the appearance and 
feel of suede leather, velvet, velour, fur, mo- 
hair, telt carpeting, etc., in all colors. Con- 
tained in the brochure are swatches of flocked 
m materials, with illustrated examples of ap- 

cations. 





Directions for applying flock 
ilso included. Copies are available on 
request to Rayon Processing Company, 1017 
l'remont street, Central Falls, Rhode Island. 


are 


Model Appointed 
Distributor 


( KF. David, 


kren-Zee 


general sales of 


Store Equipment 


manager 
& Fixture 


pany, whose main offices are located in 
Haven, Conn., announces that Arthur 
1], Boston, has been appointed an as- 
of the company as an exclusive dis- 

r of “Samson” visual display fixtures 

Fren-Zee lines. Model 


for 


has 


the 

Ne 

Mo 

sociaa 

i] | | er 

the st several “ars bee P ~4 »d itl 
t several vears been associated with 

ing New England industrialist and 

as ponsible for essential war work. 
Fren-Zee management will appoint 

the ssociates as production and deliver- 

es me more normal. 


Jacobsons Return 
Fron 
|: 


Mexico 
ne Jacobson, Facil Fabrics Company, 


ork 
d 


\ City, and Mrs. Jacobson have 
from an extended visit to Mexico. 
for vacation 
Jacobson 


Pp Was purposes, well 
returned a few 


ago after lengthy army service over 





by who 
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It’s Now Ready! 


THE NEW 
CT-830 DUO-FAST 


COMPRESSION 
TACKER 


The Model Ct-830 Duo-Fast Compression Tacker is just what you have been wait- 
ing for—and it’s ready for delivery. Goes further than most tackers because it uses 
up to 34” Genuine Duo-Fast Staple Tacks. 


101 


Every display man, like any mechanic, should have a complete set of tools. Duo- 
Fast Compression Tackers are ideal for window trim, posters, table coverings, back- 
grounds, valances, point of sale advertising and dozens of other uses around the store. 
Also used for attaching receiving tickets, inventory tags, etc. 


This fine tool saves time and speeds 
up work. Tacks in EXACT SPOT. 
Drives %” and %” Duo-Fast Staples— 
loads 140 staples—has low pressure and 
STRONG drive power. Easy to operate 
—minimum parts and quick to service. 
Chrome finished. Expertly built and 
guaranteed. 


MODEL HT-755 HAMMER TACKER 


Use Duo-Fast Hammer tackers for making up display panels and heavy duty con- 
struction tacking for display equipment. Duo-Fast Hammers use up to 9/16" heavy 
duty staples that drive into oak and hard woods and many grades of masonite. 


There is no end to uses in display factories, and department stores, and even’ small 
stores find them time and money savers. Merchandise well displayed is more than half 
sold. Let Duo-Fast fasten your displays in the public eye. 


This sturdy, heavy duty Hammer Tacker weighs only 2% lbs., is well balanced 
and has low fatigue factor. 
quickly in hammer magazine. 
material. 


168 (2 full strips) Duo-Fast Staple Tacks load easily and 
Operates with one hand, leaving one hand free to hold 


I 


OUR STANDARD MODEL HTX 50 uses %” and 3%” 
regular Duo-Fast Staples. Has many of the advantages of the 
large model—loads 150 staple tacks. Expertly built for serv- 
ice and guaranteed. 





Specify Your Requirements 


Write today to FASTENER CORPORATION 


848 FLETCHER ST. CHICAGO 1/4, ILL. 








STORE DIRECTIONAL SIGNS 


IN NATURAL WOODS OR COLORS 
Store Name Plates and Floor Directories 
and Wood Letters for Ledges and Signs 


DISPLAY CRAFT | 


963 Lake Dr., S. E., Grand Rapids 6, Mich. 


JUNE MARKET WEEK 
DON’T MISS MOST COM- 








PREHENSIVE DISPLAY LINE SHOWN 
SAVE TIME + DAILY LUNCH ON US 


DARLING DISPLAYS 


47 W. 34TH * NEW YORK 


USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED | 


$3.00 Per Column Inch — CASH WITH ORDER |] | 




















@ PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS @ 


THE NEW IMPROVED 


DISPLAY WORLD 


ine - O). Scribe 


SIGN DEPARTMENT UNIT 


MADE BY 


THE MORGAN CO., 3966 Avondale Ave., Chicago 41 





You Can’t Ignore Show Windows 


By L. VAN REENEN 
Cape Town, South Africa 


reprinted trom the house 
\frican Clothing Factory (En- 
Cape Town, South Africa, is in 


(The following, 
organ of the 
sign) Ltd., 
reply to a previous article in which the 
importance of interior display was stressed. 

Kd.) 

N the final analysis, every improvement 
in store equipment and layout which has 
during the last 25 vears 


taken place 


has been a tacit acknowledgment of the im- 
portance and value of display. The glass 
counter, the quick service fixture, and the 
other modern may 
entail such ancillary advantages as acces- 
sibility of stock and speed of service, but 
their primary 
and attractively, the goods to the customer 


features of the shop 


object is to present, readily 


in other words: to display. 


Once attractively shown, an article is 
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truth s 
aver ige 


more than half sold. This is a 
fundamentally accepted by the 
storekeeper that it is strange to find so man) 
still neglecting the potentialities of that 
most vital and most direct means of appeal 
to the public—the shop window. 
Advertising may bring the customer to 
your door and your service facilities may be 
able to take full advantage of the subtle 
psychological change in the situation whic! 
takes place as soon as he is inside (for h 
is now asking you for something), but th 
crucial intermediate process of getting hin 
through the door depends, in the vast ma- 
jority of cases, upon the display window, 


In particular this applies to the outfit. 
ter. Man is a conservative, a deliberat 
and a shy buyer. Women can be stampede 
into a store by sheer force of long-distance 
propaganda (and usually purchase’ mucl 
that they had not even contemplated), but a 
man approaches a shop with a fairly defin 
ite and fixed idea of what he wants and i 
general he is averse to wasting time—his own 
or anyone else’s—in getting it. It follows that 
he is most likely to enter the establishment 
whose windows him the clearest. in- 
dication that his needs will be met within 
Moreover, his appetite for anything mor 
than his intended purchase can be aroused 
subtle stimulation. 


give 


only by 

The professional displayman has devel- 
oped a technique in dressing the man’s shoj 
window aimed objectively at this psycholo- 
gy of his particular public, and in the larg- 
er cities of South Africa displays are to be 
seen which have an immediate and striking 
appeal to the male mind. Too often, how- 
ever, especially in country stores, are th 
displays of men’s wear haphazard and ill- 
conceived, with little constructive thought 
behind them beyond the vague idea of “put- 
ting something in the window.” 

The individual shopkeeper obviously has 
not the time or opportunity to acquire all 
the techniques of the trained window-dress 
er, but even though he is unable to employ 
or engage one, he need not feel that, without 
slick trimmings and fancy showcards, he 1s 
unable to achieve subtlety and effectiveness 
of appeal to masculine taste. 

He should, for instance, primarily exercise 
considerable care in the selection of gar- 
ments to be displayed. The number of lines 
shown should be carefully limited, but each 
should give, in conjunction with the show- 
cards used, a clear indication or suggestion 
of the extent and variety of the rang 
available. 

Moderation, moreover, should govern the 
choice of styles and patterns, which should 
be selected to appeal to the average taste, 
or to the widest possible range of tastes 
without overcrowding. Displays accentuat- 
ing extremes should be avoided. 

Then, full consideration should be give! 
to the natural features of the window in ar 
ranging the display, so as to do justice t 
every article presented. Nothing should he 
shown unless it 1s seen to advantag: Ii 
this connection good display fittings are 4! 
investment paying perennial dividends. 4 
good mannequin, for instance, will enhanc 
the appearance of even an inferior garmet! 
whereas a poor model will do less than jus 


[Continued on page 125] 
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Acvertising Agency 
Secks Displayman 

st at press time, and after the Oppor- 
tunity Exchange section had been printed, 


4 ter has been received from one of the 

leading advertising agencies of the country, 

seeking a “display expert” for a “brand- 
display problem.” 


Quoting from the letter: “You may know 

where to find a long-time handy-man in 

the merchandise display field. He packs a 
head-full of bright ideas on practical, work- 
able knacks any store-owner can do to 
make trick displays with lamp cartons and 
tacks, staples, or what-not. He’s 

1 window displayman nor a display de- 
r. He’s the ‘how-to-do-it’ man in every 
store, the man who can spark a hun- 

novel ideas to draw attention to lamp 


Next step is to work out 20 or 30 or 
of these ideas, using a certain brand 


) mps and cartons. Then photograph 
these displays, list the materials used, and 
make the ideas available to our client’s 


ump dealers. 

“This is a job that will take time and a 
good man. It will involve certain expenses. 
But the prime factor is the kind of results.” 

DISPLAY WORLD will be glad to pass 
long the name of the advertising agency 

above to anyone interested in the 


Indianapolis Club 
Getting Under Way 

Ken Ikerd, display manager for Rich- 
man's, Indianapolis, reports as follows on 
plans for the formation of a display club 
the Indiana city: 

“We held our prime round-table on Tues- 
ening, March 5, successfully appoint- 
constitutional committee and nomi- 

committee, tor which the writer 
as temporary chairman. 

\ll arrangements are completed for our 
r meeting for the evening of March 

I3, at which time all members signed will 
charter members. Incidentally, we 

our charter membership will be about 

23, as there is a good deal of interest in the 


“Our constitution and by-laws are ready 
iption, and the list of nominees ready 
balloting. We propose to meet on 

ird Monday of each month and _ to 

gin our general program with the April 


believed that there is a_ potential 
rship in the Indianapolis club of ap- 
ximately 100. 


Silvestri Returns 

From Miami 

\ Silvestri, Silvestri Art Manufac- 
Company, 710 West Washington 
rd, Chicago, has returned from a 
ication of two weeks in Florida 


New $30,000 Building 
For Fixture Plant 
\ ling valued at $30,000 is being built 
. bury, N. C., for lease to Frank 
& Son, cabinet and display manu- 
Window and display cases will 
In the new plant. 
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DISPLAY : 
(N ._< ORIGINALS 
po d 
i as 


“Straw Hat Displayer...56” high 
...Giant daisies and leaves in 


smart patent leather finish. : é 
Price f.0.b. St. Louis, Mo. $22.30.” See the entire 1946 series of 


colorful, dramatic ZEM origi- 
nals at our St. Louis show- 
rooms, or at those of our 
distributors listed below. 


ee Ci  femilgsch 


DISTRIBUTORS: ST. LOUIS, MO. 


e CHICAGO-—Maharam Fabric Corp. e¢ DETROIT—Michigan Display Supply Co. 
e BUFFALO-Samuel C. Dutch & Son e¢ DES MOINES~—Kes! Display Service 
e PHILADELPHIA— Advance Displays e BURLINGTON, N. C.—Mac Thigen 


e NEW HAVEN -—Fren-Zee Store Equipment & Fixture Co. 





COMPO PAPIER MACHE 


BUSTS 


No. 111, Flesh and All Colors $2.75 

No. 405, Set $8.25 

COMPO RUBBER HANDS—Flexible fingers 

gloves fit easily. Left hand, No. 406; Right 

hand, No. 407 Each $3.75 

Base $1.00 
Write, Wire or Phone 


BERNAR MFG. CO. 


204 East 99th St., New York City 29 










No. 533 


WHEELBARROW 
IN STOCK NOW! 


Just arrived in time to present 

your newest assortment of Spring shoes . 
Primrose yellow slat basket... 
white petal wheel ... red rim... turquoise 
frame and shoe holders .. . green wood 
chips included .. . 36”x30"x18” 


Lots of 6 8.50 ea. $98.95 
OSS 20d associate 


Second and Massie Sts., Portsmouth, Ohio 








ANAGLYPTA 


(simulated ornamental plaster) 


IT'S UNIQUE 


a molded rag stock, light in weight, 
flexible, pliable and durable. 100 uses. 
Indispensable to the display man. 
Hundreds of designs, including Cornices, 
Moldings, Decorative treatments and 
backgrounds. 


Imported in period and modern architec- 
tural designs. 





METAPHANE 
—the new wall covering in silver and 
gold, ideal for showroom coverings 
and backgrounds; durable; washable. 
Large variety of designs. 








SAMPLES ON REQUEST 
Write Mr. Ryan or Mr. Ferreri 


W.H.S. Lloyd Co., Inc. 


Sole Exclusive U. S. Agents 
48 W. 48th St., New York City 19 
Offices New York, Chicago, Boston, Newark 








USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 








$3.00 Per Column Inch CASH WITH ORDER 





DISPLAY WwWoEetD 


\X JiTH supplies becoming available 
again in New Zealand, merchandise 
presentation is destined to play a 

A quality arti- 
cle may be manufactured, nationally adver- 
tised, and carried in stock, but, unless it is 
properly presented to the ultimate consumer 
at the point-of-sale, the maximum sales can 
not be effected. 

The training of men for this work has 
had little attention during the last six years 
and few fully trained men are available. 
Now is the time to take stock of the situa- 
tion and make plans for the future. 

Retailers need men who are capable of 
making their appeal to customers, 
capable of correctly presenting merchandise 
and reducing the work and time of the 
sales staff. Their problem has been: Where 
can I find a man who can make a job of 
this work, and leave me free to devote my 
time to other urgent problem? 

Manufacturers and national advertisers 
need men who can be relied upon to create 
effective displays for their products and 
clinch sales at the point-of-sale in order 
to get the full benefit of advertising. Their 
problem has been: where can I find men 
who can create displays suitable for our 
which will help them 


vital part in selling goods. 


stores 


customers, displays 
sell our products? 
*Address at the 
tion Conference 


New Zealand Retailers Federa- 





—'"'l've told him 
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~Merchandise Presentation 


By C. H. ANDREWS 
Wellington, New Zealand 


Displaymen need opportunities to use thei 
creative ability, ideas and energy. They nee 
a syllabus of training necessary to equi 
them for specific display work and conf 
that specialized training will bring 
adequate reward. Their problem has been 
Where can I find an employer who appre- 
ciates the value of my work and who wil! 
give me incentive to improve my skill and 
ability ? 

More attention must be given to mer 
chandise presentation, and now that the 
changeover from a supplier's market to a 
consumer’s market has begun, each week the 
preference by a customer for attractive 
presented goods must affect the sales more 
and more. If retailers and manufacturers 
are to maintain their prestige and increase 
sales, the problem of training men for bet- 
ter merchandise presentation must be tackled 
as soon as possible. A syllabus of training 
must be finalized, and facilities for training 
men must be created. The foundations must 
be laid for training men to be skilled in 
merchandise presentation. 

In the past many firms have adopted the 
policy of training their own display staffs 
and have tended to close their eyes to the 
shortage of skilled men in other firms. Ex- 
perience has shown that these firms have 
noticed that skilled men, after being trained 
tend to fill posts with firms who do not train 
staffs. If a general training scheme is ar- 


dence 





DALY 
QUETTIERBERG— 


and told him!" 
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ranged with a syllabus to cover the basic 
fundamentals and principles of merchandise 
yn presentation, trained staffs will be available 


for all firms and any firm can provide speci- 


alized training for work peculiar to their 
firm. Certificates of merit can be issued 
to men with qualifications, and exceptional TO CC Ol IT 
ability in specific subjects will then be re- 


cognized for the benefit of all parties. 


Present conditions in our country suggest 
Use their that there will be keen competition for al I } le] } S 
ley nee “1 : 





nee skilled men in merchandise presentation; | 

rt equi unless something is done about training, 

( cont q mur = ‘7A YT , «ec > oe . 
M- someone must pay the price. Now is the B th N S Cl 

ll bring time for retailers, national advertisers and uy e CW uperi1or 1pS 

is been manufacturers to see the writing on the 

) appre- wall, face the facts, get together and ensure | . : 

oe will that every facility is made available for | at your nearest authorized jobber. Featured 
. men to acquire the training which will be | . P s 

the key to maintaining prestige and in- | on suit hangers, skirt hangers and skirt 

to mer creased sales. racks 

hat the (A treatise in the interest of better dis- | ‘ 

- Oa plays, increased sales and more profit to | 

veek the those associated in the marketing of goods.) 

“actively 


es more 
acturers | Research Directors Interested 


increase & |n Display Evaluation 





for bet- R ‘ 
nash Research directors from the member 
» tackled é ; ed : 
sii stores of the Associated Merchandising Cor- 
training ; : 
traiaiee poration recently completed a_ three-day 
“ meeting at the New York office. In addi- 
ns must 


to general exchange of information as 
to experience and results of research work 





rilled in 























pted the lone in their stores, they discussed in con- ‘ f /) 
siderable detail various topics of outstand- Wiss EF WA 
Ly staffs - pote a | 
pa ing interest to the group, as to techniques ( iS 4 oF 
s to € é q : . | P me y ‘ J 
Ex ind applications which might develop new | ‘ y ‘ ' v | 
ms. Ee wat ic -ecearc srectare ¢ | Se ee , Ree epee 
ae te ways In which the research directors coulc 
5 ave 


trata be if real help to the various members of | SUIT HANGER—STYLE No. S.M. 


; their store organizations. 
10t train = 


etn In a forum discussion the research di- 


considered the value of data on mer- | Look for the trade mark (RICH-LEE). 


se classifications within departments | 

id in the planning and analysis of the | * 4a 
s phases of store operation; and also | Our Skirt Hangers Are 13/4 Long 
roblems related to the compilation of 
his type of data in the stores. Among those 
nmenting on this was Edwin S. Severson, 
iblicity director of Strawbridge & Clothier, 


) suggested the many applications of this | 
f information which might be made in | ( I | Y D I S P A Y I & 


the planning and evaluation of advertising 


splay. 
J, 322 Broome St. Ca 6-8072 N.Y.C. 2 


Chattanooga Displayman 
~eP Returns from Navy 
\it nearly three years in the navy, 
Phedford has rejoined Miller 
s Company, Chattanooga, as display 
r; this was the position he had held 
entering the service. George 
whom he succeeded, has joined 
e Shops in a similar capacity. 


All clips are brightly nickel plated. 


\ 


-? 

















Rich S lywoods 


GIVE DISPLAYS 
JUNE MARKET WEEK NEW DRAMA! 


bc a | DON’T MISS MOST COM- Emphasize quality or style in merchandise by 
att's using fine natural plywoods in your displays — 
P Mattaieuel en ‘utes ties PREHENSIVE DISPLAY LINE SHOWN Mahogany, Walnut, Curly Birch, Bird's Eye 


Maple! Wide assortment of panel sizes and 
thicknesses. Send today for catalog of special 
plywoods and materials for display builders. 


CARMEN-BRONSON CO. 


165 EAST 3®° ST MT. VERNON, N.Y. 


| | 
y rs service, George E. Briggs has SAVE TIME + DAILY LUNCH ON US 
the display staff of Goldblatt | 


. Oi . He will be display supervisor of | OUTS Cet 0) JN a 


and interiors for the Chicago dis- | 47 W. 34TH * NEW YORK 


ler the direction of Ray Bianchi, 
| irector of the firm. Brigg’s duties 
— extend to the Goldblatt store on 


et | @ PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS @ 
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All types of flags for 
window and store dis- 
play purposes. Imme- 
diate deliveries in all 
sizes and materials— 
grosgrain rayon, taf- 
feta, and standard 
bunting. Also, special 
sizes and types made 
to order. 


Write For 
Illustrated Price List 


All types of patriotic decorative 
materials, flag sets, flags of all na- 
tions, etc. Write today for our 
prices and free catalogue. 


REGALIA MFG. CO., Dept. 64, Rock Island, lil. 








Accentuate the Natural: 


WITH 


YUCCA 
POLES 


3” Diameter x 9’ 
Special $2.40 


These durable lightweight poles are 
an ideal “as is” display item, or may 
be used for fabricating trees, fences, 
etc. Sizes available, 1” to 6” diameter 
Immediate shipment. 


We also carry a complete line of 
tropical imports suitable for display 
items. BAMBOO poles, handwoven 
GRASS MATS, PANDANUS braid 


TROPILRAFT 


535 SUTTER ST. 
SAN FRANCISCO 2, CALIF. 
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MODERN DESIGN 
[Continued from page 86] 


looking cabinet, after she has satisfied her- 
self as to its tone and price. A man buy- 
ing a suit must trust his clothier as to the 
quality of the material, and buy the most 
becoming or the most attracively presented. 
Nevertheless, all designers today must be- 
gin with a study of the function, the oft- 
repeated maxim that form follows function. 
\ chair designer begins with a study of sit- 
the different postures for working, 
resting, reading, or dining, conditioned by 
the clothes we wear and the atmosphere of 
our homes and offices. A window display 
to attract the potential buyer, and 
first consideration. 


ting 


exists 
that 
After function, the next consideration will 
be the materials used. Metal, wood, and 
glass, tor instance, have very different 
properties and they are not used to their 
best advantage in the way. A shelf 
unit in wood will make quite a different im- 
pression than the same unit in metal. Fir, 
pine, oak and mahogany have distinctive 
qualities that should be used to their par- 
Sheet aluminum, copper 
offer entirely different 
Corrugated glass is very 
handsome in a semi-transparent partition, 
but why go to the expense of paying for its 
put it around a 


function is our 


same 


ticular advantage. 
tubular 
possibilities. 


and steel 


transparency to steel col- 


umn? Each material has exciting possibili- 
ties in its own right; they should not be 
misused in imitation of another material. 

The forms achieved will be the result 
of their fabrication, of some process of 
manufacture, whether by hand or by ma- 
chine. Some forms are the natural result 
of bending a material, and would be un- 


natural and difficult to achieve by cutting. 
One process will be efficient in mass _ pro- 
duction, but extravagant in small quanti- 
ties. Think, for instance, of the 
producing an electric light bulb by hand, o1 
of building a machine that would turn out 
individual papier mache figures. 


cost o} 


The finished product, whether a depart- 
ment store window or an electric iron, will 
be the creation of its designer. From a 
variety of forms, materials, and methods 
of working his taste will dictate a combina- 
tion to perfect his design. His inventive- 
ness and practical experience must be co- 
ordinated and disciplined by his aesthetic 
sense. The final product will do more than 
merely fulfill the exigencies of function, 
material, and fabrication. It should have a 
distinction of its own that will make an im- 
mediate and favorable impression upon the 
prospective buyer. 

Let us see, then, if we not arrive at 
a set of rules evaluating contemporary de- 
sign, These characteristics will generally 
apply only to the broad field — display, 
created for a different purpose, will need a 
modified 

1. A design should not be eclectic, it 
should not be imitative, based on a style of 
past. An electric iron should be an 
iron, not a disguised flower pot. An 
apartment house should be an apartment 
house, not a fake Moorish mosque. 
| 2. The materials used should be con- 
| sistent with their properties and the process 
We wouldn’t get very far 


can 


St. ‘ 


the 


| of manufacture 
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driving an automobile made of chicken wire 
and papier mache. 

3. The object should efficiently serve the 
use for which it is intended. What is the 
point in having an antique chair so fragile 
that no one can sit in it, or a_ beautitul 
cigarette lighter that won’t work? 

4. Today we want a feeling of light- 
ness, almost of abbreviation, a contained 
form with clean lines; no gingerbread. 

5. It should not be geometric in 
character, as pure geometry has no 
and is heavy and hard in feeling. 

6. It should not rely on non-functional 
ornament; there should be beauty in the 
shapes and the materials themselves. 

7. Distortion is no longer popular. Tilt 
a line if there is any reason for doing s50, 
but not just for the sake of making it 
crooked. Needless distortion is modernistic, 
not modern. 

8. Within practical limitations, the base 
should be smaller than the body of the 
object, its lines suggesting the descending 
column rather than the pyramid. 

9. Think of the person who has to do 
the cleaning. Don’t make tight corner that 
catch dirt or tarnish. 

10. Make the design as efficacious as you 
can. You want people to stop and look at 
it. You want to make the best design for 
that particular thing that has ever been 
done. 


too 
scale 


[to be continued] 


House & Garden Models 
Now on Display 


Four prize-winning models from House & 
Garden’s 1945 archtectural contest are now 
touring the country as displays in prominent 
department's stores. The model homes, 
constructed for four actual families with 
different living needs and incomes, include 
such features as solar heating, broad ex- 
panses of glass to frame a view, and areas 
that can be opened or closed at will. Bam- 
berger’s, Newark, currently has the exhibit 
which will continue there until March 20. 

Other stores and the dates when the mod- 
els will be on view are: Kaufmann’s, Pitts- 
burgh, March 25-April 6; Shillito’s, Cin- 
nati, April 11-24; Carson Pirie Scott & 
Co., Chicago, April 29-May 11; LaSalle & 
Koch, Toledo, May 16-28. A complete schedule 
will be announced later by the magazine. 


Catalogue Issued 
By Garrison-Wagner 

A 72-page catalogue, much of it in full 
color, has been released for the spring and 
summer by the Garrison-Wagner 
Company, 1627 Locust boulevard, St. Lous 
3. An extensive variety of display materials 
and equipment is shown, ranging from deco- 
ratives of all types through novelties and 
special items. Copies of the catalogue are 
available from the company at the address 
listed above. 


seasons 


St. Louis Guild 
Holds Meeting 

Members of the St. Louis Display Guild 
met the evening of March 12 at the Hote! 
De Soto. A number of the group got to 
gether for dinner before the formal business 
meeting. 
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wire THE TIME IS NOW! 
[Continued from page 76] | 




























ve the 
is the . Co-operation—Team Work. (a) rhe >>>> >>> >> a KK Kw RX 
ragile mai agement. (b) The buyer—the mer- ' 
vis ul § cha diser. (c) The department head—the | 
B sal person. (d) The sales promotion 
light- P manager. (e) The’ advertising man—the 
tainal S displayman. (f) The art director—the copy- | 
d. f owriter. (zg) The installation crew. (h) | 
ric in Everyone. 
scale Until this is done in any store the most 
will! not be accomplished and efficiency in 
‘tional JB distribution lags. Upon complete efficiency 
in the JB in distribution depends success. 
1] Tell—show—illustrate—demonstrate. 
Tilt (a) Vell others what the plan is. (b) Show 
ng so, what will be done. (c) Illustrate the meth- 
ing it od that will be pursued. (d) Demonstrate 
rnistic, how all of the ideas will be used. (e) Now, 
repeat it again, and again. 
e base It's a lot of detail but it will bring results. 
of the 9B Sales people and co-workers all would like 
ending fF to know what it’s all about. 
12. Retailing. (a) Buying the merchan- 
to do dise. (b) Bringing it to the store. (c) 
er that Bringing the customer to the store. (d) 
More planning—less lost motion. (e) More 
as you understanding—less confusion. (f) More 
ook at inspiration—less belligerence. (g) More 
gn tor enjoyment—less griping. (h) More econo- | 
r been my—less_ losses. (i) More money—less | 
layofis. (j) More we—less “I.” (k) More | 
sales 
This is retailing’s sales promotion work- 
ing plan and we believe it will work; at 
least we could give it a tryout. 
ouse & Maybe it is a lot of talk—a lot of plati- 
re now tudes—a lot of empty phrases—a lot of you- 
sminent scratch-my-back-and-I'll-scratch-yours. 
homes. The fact still remains that the distribu- 
s with tion task falls directly on the shoulders of | 
include J all of us, and when economy in distribution | 
ad ex- tails we all fail. 
d areas We must all pull together in an earnest, | 
Bam- sincere and honest endeavor to make re- | 
exhibit tailing the economic factor in merchandise | Send for Free Booklet “Taffel Tales” 
*h 20. listribution from the grower, the producer, 
ie mod- the manufacturer and the jobber to the x A F F E L B RO S Ine 
, Pitts- consumer. It is the ultimate consumer who | 7 z 
s, Cin- keeps the wheels of industry turning and the 95 MADISON AVENUE + NEW YORK 
cott & nation at its best. 
Salle & The time is now! 
chedule Gece Te >>> > Ot << ~<~<~<~<~<~<~<~<<~<~<~<~<~<~<~<~< 
si Eight New Members | 
Named by NADI | 
The National Association of Display In- | 
s has announced the addition of the | 
in full tollowing new members : v | 4 
ing and Crystalline Plastics Company, Los An- | ADD | 
Wagner geles, Display Mannequin, Inc., New York | TO YOUR STUDY 
t. Louts City Magnani Statuary Company, New | yy 
aterials York City; New England Decorators Sup- GQ, DISPLAYS WITH WINDOW DISPLAY 
m deco- Ph mpany, Boston; New Style Studio, | PLASTICS AT HOME 
ies and ‘ew York City; Radiant Glass Fibers | 
gue are mpiny, New York City; Sales Paper & | Put new selling punch into os re cut- Easy Home Study course showing 
address Supp’, Company, San Francisco, and Tally- Gu ghanite Celta, emRpHAne gnentls Shebven = how to do every phase of window 


: } z : es even complete displays and fixtures made of 
play Studio, New York ( ity. crystal-clear plastic! We can supply all materials 
sae you need...sheets, rods, tubes, strips, dyes, 


display work. Carry out our instruc- 
tions in your own windows and 
learn while you earn. 


H 


p; an cements, etc., complete with instructions. Send 
inerman In Charge today for catalog to 


OOF bub's Display 
y Guile Ir dition to serving as general man- CARRWUSIN-BIRONSON CO. 


€ Hote’ Ser l1 Pinerman, of The Hub, Balti- 165 East 3rd St., Dept. 3-D, Mt. Vernon, N. Y. 
got to is been placed in charge of the dis- 


business d advertising departments at that 


Largest and oldest school of its kind. 
Founded 1904. 
Write for literature. 


THE KOESTER SCHOOL 


300 W. Adams St., Chicago, IIl. 
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METALLO BOARDS 


‘NAT? MAT’ 


Genuine Foil Lined Cardboards 


Available now in moderate quantities, 14 ply 26x44’. 
Order from your “‘Nat-Mat” dealer today! 


NATIONAL CARD, MAT & BOARD CO. 


MANUFACTURERS 
4318-36 CARROLL AVE., CHICAGO 24, ILL. 
ALLIED MILLS — LOS ANGELES, CALIF. — PETERBORO, ONT., CAN. 








JAMES A. COLE CO. 
Proudly Presents 


Their new Fall and Christmas line of display fabrics, 
accessories, and artificial flowers at the Southern 
Convention, April 22-26, at the Coliseum, Houston, 


Texas. 


MR. WILLINS, Representative. 


235 4TH AVENUE NEW YORK CITY 3 























Wright Now With It's a Girl 
Hartford Firm For Cooper 

Previously in the display department ot \nthony A. Cooper is the proud father of 
The Dayton Company, Minneapolis, Joseph a baby girl who arrived on January 27. 
Wright is now in charge of display for G Cooper is export sales manager for L. A. 
M. Fox & Co., Hartford, Conn Darling Company's office in New York City. 
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FABULOUS FLEA MARKET 
[Continued from page 60] 


tinkling to announce a prospective customer 

During the entire tour, I found no sales. 
man on any of the floors to answer, “Hoy 
much?” but this time a sales lady conducted 
the review to answer the vital questions 
And the answers were pleasant, for con- 
sidering the versatility and the value oi the 
pieces I had selected, they were really quite 
reasonable. 

Here’s what traipsing over four floors 
yielded: on the third floor there was a pair 
of Regency chairs, graceful and _ elegant 
with half cane back and upholstered in a 
wonderful faded tapestry. But there would 
have been more Empire around had not 
a very rich Hollywood lady, with a tremen- 
dous new and empty house, had an enthv- 
siasm for the Directoire. She bought lik 
mad, almost everything Empireish; it 
seemed that her one ambition was to have 
a dinner party with all of her guests reclin- 
ing on these Empire benches—sort of a 
Madame Recamier fixation. 

Then we found a pair of fragile chairs 
with elaborately turned legs, arms and 
back, gilded and upholstered in a_ time- 
worn tapestry. These chairs are most flexi- 
ble and have sort of a fin de siecle feeling 

After a thorough tour of the four floors 
the patient saleslady—also a former dis- 
play person and very understanding—led 
me down into the basement. And there was 
a gold mine of all sorts of old doors 
wrought iron gates really quite handsom 
parts of roofs, discarded mantles of ol 
Victorian horrors, and much more. It was 
amazing to see how stimulating this col 
lection was, for the original pieces suggeste 
many new uses, particularly adaptable t 
the ever-crying need for something nev 
and different in display. 

Here’s what we dug up from this tremen 
dous pile of seeming debris: A pair of whit 
wicker chairs of degenerate Victorian heri 
tage, with all sorts of superfluous ginger- 
bread; they're quite amusing in a_ gauche 
sort of way but they'll be wonderful wit! 
cottons—and look at their possibilities as 
plant-stands with greenery growing from th 
seat of the chair! They are unusual an 
will add a fillip to our windows—and agal! 
the cost wasn't exorbitant. We'll paint then 
all sorts of colors and adapt them to man 
merchandise requirements. 

Irom there we went across the street 
to the shop where furniture is repaired an 
refinished. Here again a stock of fabulous 
things—and this visit vielded a wonderfu! 
old hanging Victorian shelf unit, glass en 
closed, all intricately turned, which we 
going to use over a bouffant dressing table 
as a cache-pot for plants and colognes 
and of course for many other things, to 

Aside from these finds there were man 
other pieces that we couldn’t afford to bu 
but still other stores could, and could us 
them well. And don’t forget their resalt 
value—ior somehow seeing a new use 10! 
an old piece of furniture in your windo\ 
always strongly enhances its value 

But there are other discoveries at tht 
Flea Market aside from display pieces— 
perhaps under the classification of incidenta 
information about the decorative incline 
tion of famous personalities. Brian Ahet 
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was there with—no, not Joan Fontaine, but 

some member of society, quibbling over a 

breakfront. This member of society is now 

the current Mrs. Aherne. | 
The saleslady told me of Garbo’s visits 


and of her irresistible penchant for cupids 


Garbo’s meat. A well-known dress 
lesigner must have people and_ figures 
carved on all his furniture. Adrian buys all 
f the birdcages the Flea Market can lay 


its hands on, and it has some honeys! 
The better New York shows have rented 
of their pieces, and so have Harper's 


some 

Bazaar and Vogue. You'll even see _ the 
Flea Market credited in the playbill for 
some of the decor in New York theatre 


successes—remember Harvey? 


falso buy there. 


So now you can see why I’ve been so en- 


thusiastic about the Flea Market; go there | 


ind have fun! 


Former Bliss Employees 
Return from Service 
Diamond and 


Sidney Louis Alrod, form- 


erly salesmen for Bliss Display Corporation, | 


New York City, have returned from the 
irmed services and are now covering the 


territory they handled before the war—Dia- | 


mond in the Middle West, and Alrod in 
New York state and New England. 


Albert Bliss, president of the firm, is now | 


giving a series of 14 lectures for the New 
York University’s School of Retailing on 
the subject of visual merchandising. There 
s a registration of 32 in the class, includ- 
ing 19 ex-servicemen. 

Display Set-Up Changes 

At Carson's, Chicago 

Under a new arrangement at Carson 
Pirie Scott & Co., Chicago, the display de- 
partment has been converted into two sepa- 
ite divisions, interior and window, with J. 
W. Campbell as store display director. In- 
terlor display at Carson’s is now headed by 
Marshall Williams, Campbell’s assistant 
vhen he was display manager. Window 
lisplay is under the direction of Clem Brad- 

recently returned to Carson’s after 

veral vears in the army. 
Jaimes Replaces Bond 
At Kerr's, Inc. 


\iter four years with the Marines in the 


anything with a cuffid on it seems to be | 


The movies | 


DISPLAY WORLD 


109 








Greetings! 


HOUSTON 
DISPLAY CONFERENCE 











$1.70 PER RUNNING YARD 


GENUINE 


FISH NET 


72" WIDE 


Chartreuse, Light Blue, 
Yellow, Orange, Pink, 
Red, Black, Natural 


White, (2" mesh). 





NATURAL CORK FLOATS—2'2" DIA. $9.50 PER 100 





Plastex 
Raffia Flagstone 


A brand new multi-colored stone pat- 
tern outlined with genuine raffia. 


Grass Green 
Chartreuse 
Yellow 

Pink 

Natural 


ROLLS 36" x 24 FEET $18.00 


HAND-MADE THROUGHOUT 
FOR THE BETTER STORE 


NATIONAL DISTRIBUTORS — PLASTEX HAND-MADE VENEERS 


If Your Local Jobber Does Not Carry Our Line 
Wire or Mail Your Order To Us 








W. C. HURLOCK 


4105 TAYLOR AVE. 


DREXEL HILL, PA. 








| for Exclusive PROPS, SCREENS, FIGURES, 


‘acific theatre, during which time he took 
‘tin ll major engagements, received in- 
mal injuries and a brain concussion in 
dition to losing his hearing in one ear, | 
aun Jaimes has returned to Kerr’s, 

Oklahoma City, as display director, 


€ position he held prior to the war. He 
plac Mary Lou Bond, who has married 
ld is retiring to private life. 





Awards Announced 

By Paasche 

\nnouncement has been made of the 
12¢ nners in the “airpainting’” contest 


| by Paasche Airbrush Company, 


cago with the $250 first prize going to 


ecvleat, Boston. Second award, $150, 
' $2) tor honorable mention, were won 
L \\estbrook, St. Louis, and third prize | 
S100, vent to Art Harder, Brooklyn. 


PLATFORMS, ART WORKS, ete., visit 


Stillman ART DISPLAY excuance 


354 W. 42nd St., N.Y.C. 18 
from % to % off ORIGINAL PRICE 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 








Latest Style WIGS 


ALL TYPES—FOR MANNEQUINS 


Also Complete Line of Wiggers Supplies 


AT POPULAR PRICES 


ARRANJAYS WIG CO., New Pork chy 


Telephone Chelsea 3-8341 











USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 











» Please Mention DISPLAY WORLD When Writing Advertisers » » 





DISPLAY WORLD 








On Your Way To and From Houston 
Stop in Chicago 
and See the Outstanding Lines of 


AUSTEN DISPLAY—NEW YORK 
EVE BRUESER STUDIOS—NEW YORK 
W. M. ZEPPEN-FIELD STUDIOS—HOLLYWOOD 


In My New and Attractive Showroom 


WERNER LEWY 


27 E. Monroe St. 


next to the Palmer House 











6 
SIDE VIEW 


“Papier Mache” Men’s, Women’s, and Children’s 
Forms made by hand by experienced Mannequin 
Manufacturers. Finished in Papier Mache or Man- 
nequin composition. Price list and description sent 
on request. 


NATIONAL ART STUDIO 


Subsidiary of 
NATIONAL MANNEQUIN MFG. CO. 


308 South Market Street Chicago 6, Illineis 








USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch CASH WITH ORDER. 











National Committee Urges 
Father's Day Displays 
“This 


ther’s 


year’s theme of the National Fa- 

Day committee—Honor our Veter 
Give Thanks this Father’s Day’—gives 
wide scope to the window display manager,” 
Alvin Austin, 
the committee. “Eleven 


ans. . 


states executive director of 


million men were 
in service during the war and all but several 
million will be civilians by June, it is esti- 
Practically family 
the will be in 


mated. ever) has war 


veterans, so whole country 
terested 

“This gives an excellent chance to put in 
that will be 
and which will be of special in 
You run in- 
windows by showing—through 
the part the 
veterans played in the war and how we can 
the peace. 
committee has 
‘The best 
can tie-in with Father’s Day is 
provided tor. 
their 
other 


vour windows” merchandise 
available 
terest to 


stitutional 


veterans. can also 


photographs and otherwise 


now honor them in 


“The 


following 


the 


stores 


national issued 


statement: way 
to see that 
Merchants are 
merchandise 
will 

requested to give the 
letting first 


P200ds eet 


veterans are 
requested to save scarce 
tor customers 
gladly 


veterans 


veterans ; vour 
Me n are 


a break by 


wait 
them have 
call on scaree 


Atlanta Office Opened . 
By Reyburn 


An ofhice 


has been opened by 


at 231 Healey building, Atlanta, 
the Reyburn Manufac- 
Company; with Gorham A. Pomroy 
in charge. lo- 


turing 


Revburn’s home offices are 
cated in Philadelphia. 


Rabin Heads New Branch 
Of Modern Displays 
\l Rabin 


new 


been appointed 
branch office and 
Norfolk, Virginia, by 
of Washington, D. (¢ 


has manager 
showroom 


Modern 


of a 
opened in 
Displays, 
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[Continued from page 47] 
| white crepe paper streamers which filled the 
{ window from ceiling to floor. White petals 
of the crepe paper were scattered about the 
white floor. 
Attention 
garments in a stretch of windows at Mar- 
tin’s when a theme em- 
ployed. Black oilcloth finished paper mad 
the the Sketches 
on the panels were the result of research 


was focused on spring under- 


shadowbox was 


deep frames for boxes. 
work showing the type of girdles worn ovet 


a period of years by such personages as 
Empress Eugenie, Josephine, Juliet, the 1917 
waistline, ete., and were done in the colors 
the finish of that particular 
Sketches of scissors, 
and tape measures on the top cross panel 
the feeling of bringing the two sid 
panels together. The 
finish, wore a 


chosen lor 


shadowbox. ribbons 
gave 
mannequin, in a pur 
tulle and 


white choker of 


—Top, by Gene Moore, Bonwit Teller. . . . Be- 
low, used by Ogden Salmon when he was still 
display director for De Pinna— 
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roses, and the streamer read “Underneath it 

he featured color “Wheat with Gold” 
was Clearly pointed up by Display Director 
Gene Moore in a series of Bonwit Teller 
windows when the mannequins were posed 
on a platform of waving golden wheat. The 
ni of gold was brought out by the gold 
papier mache scythe held by the mannequin 

e scythe a different size in each display. 
More subtly, the colors were also made a fo- 
cusing point by the “Golden Wheat” hair 
color for the mannequins gained by a 
“Roux oil shampoo tint.’ Growing foliage 
was carried in the plant boxes directly back 
of the window glass and blue spots were 
concealed back of the slanting board spaced 
from the backwall. 

“To catch a lady’s fancy in a patriotic 
mood” was the apt message used by Display 
Director Hazlett Glazebrook, who recently 
De Pinna, when a navy-blue- 


“ 


returned to 


with-red jacket was presented the week of | 


Washington's birthday. The folding screen 
was shellacked in black spaced with alter- 
nate rows of pleated red and white paper. 


Navy blue felt was used for the chair, the | 
skirt showing an inset of red and white 
striped chintz. White was introduced 


through the satin ribbon ruffle and bow and 
the chair served for a grouping of red and 
white accessories. The backwall was painted 
a slate gray with a bit of rose tone intro- 


duced. 


Dates Set for LNA 
Convention 


Ihe dates for the 1946 convention of the 
Lithographers National Association at the 
Marlborough-Blenheim hotel, Atlantic City, 
have been set for Tuesday, Wednesday, and 
Thursday morning, May 14-16. The all-day 
golf tournament has been resumed and this 
vill be played Friday, May 17. The 

tion requests that reservations be made 
tly with the hotel as promptly as pos- 


asso- 


sessions 


[he convention will begin on 
iesday morning, May 14, and there will be 


meetings that afternoon, on Wednesday 
morning and afternoon and on Tuesday 
morning, with the Annual Members’ Meet- 
ing coming on Wednesday morning and 
the annual dinner that evening. 
Restrictions Lifted 
On English Cards 

\ll restrictions governing the size of 


ards for display purposes have been 


li by thé authorities of England. Indi- 
Cations are, however, that showcard stock 
n iper for display purposes will be ex- 
tremely scarce in that country for some time 


to 
( e, 


Brochure Issued 

By Brunhoff 

\ listing of the firm’s complete line of 
glass, wood and wire displayers and 








MXttics is shown in full color in a brochure | 


1 
ele d 


by the 
ny, Cincinnati. The brochure is ac- 
folded in the familiar souvenir post- 


Vit 


Brunhoff Manufacturing | 
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TO YOUR SPRING DISPLAYS 





EATON GRASS MATS 


LIVELY, FRESH GREEN 
COLOR. 

SMOOTH VELVETY AP.- 
PEARANCE. 

VERSATILE AND LONG 
WEARING. 


Window Display through the 
courtesy of the Greater J. N 
Adam Co., Buffalo, N. Y 


Add a breath of spring to your window 
displays. Don’t let the crowds pass by 
with just a casual glance — attract the 
maximum attention to your displays. 
EATON GRASS MATS are good for many 
selling displays with almost any type 
merchandise. Order now from your dis- 
play jobber. 


EATON BROTHERS CORP. 


HAMBURG, 


ee ee ee ae 
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W. 18th St.” 
New York % 


. Manufacturers 
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USE THE 


OPPORTUNITY EXCHAN 
For any WANT AD purpose: 
POSITION WANTED 


REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 


POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 


at the 
SDA CONFERENCE 


HOUSTON 


GE 


















insertec 





ORNAMENTS 


screws, 
small additional 
extra per piece 





154 EAST 33RD ST. 


weight plaster 
composition, plain 
k, can be stapled 


come with 


suspension rings at 


to 10 cents 


New York 


No. 601 
4” diam. 
$20 per 100 


No. 602— 
41” diam. 
$24 per 100 


No. 603- 
3%” diam. 
$20 per 100 


No. 604 
2%” diam. 
$16 per 100 


JONAS DISPLAY 


NEW YORK CITY 16 
MUrray Hill 4-3785 


















































SELF 
EFFACING 


FLEXIBLE 
IN USE 





diameter. 





plete 














WITH THIS 


3 crystal-clear 


length 30”. 
tiers 1454”. 





NO 


WASTE SPACE 
GENERAL DISPLAYER 


plate glass tiers sup- 
ported by beautiful Lucite uprights 3,” 
width 12”, 


$97.50 
HECHT FIXTURE CO. 


212S. FRANKLIN ST., CHICAGO, ILL. 
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DISPLAY'S TOMORROW 
[Continued from page 70] 
accordingly—with the emphasis always on 
making the goods he has to sell more desir- 
able in the eyes of his prospective purchas- 
ers. What is good for the East is not 
necessarily good for the Midwest or the 
Pacific coast, and small town displays obvi- 
ously will differ from those of big city 

stores. 

On the manufacturer’s side, I think it can 
be said that too often his plans and policies 
lack definiteness and uniformity. Our in- 
dustry is weakened by petty methods of sell- 
ing our own products, involving the giving 
ot “special” concessions, extra discounts, 
preferred deliveries, exclusiveness, etc. Here 
again personal gain is put ahead of the in- 
dustry’s good as a whole, resulting in a 
lowering of our standards and depriving us 
ot the recognition and standing that is ac- 
corded other industries and sales media. 
Our industry also needs the greater ex- 
change of ideas, research developments and 
manutacturing techniques that has charac- 
terized the advertising and typographical 
arts industry, for example, and which has 
welded their industry into a stronger and a 
more respected business. 

In this connection, I would like to say 
a few words about the educational programs 
now being promoted by a number of our 
display clubs. To my mind, this is one of 
the finest things that has happened to give 
recognition and prestige to display as an im- 
portant factor in retailing or distribution in 
general I have heard something of the 
splendid work which your club has been 
doing in cooperation with Wayne university 
and wish to congratulate you on the excel- 
lent results that have been achieved. 

You will, I am sure, be interested to know 
that in St. Louis, Washington university, 
which is also one of the fine educational 
institutions of the country, is this week 
starting a new 16-week course in “Display 
Techniques” as a regular part of its De- 
partment of Retailing. Two units of credit 
are allowed for the successful completion 
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of the course and these may be applied to- 
ward the degree of Bachelor of Science in 
Retailing or upon further study to a Master’s 
Degree in Retailing. The course will be 
under the direction of Dave Estes, president 
of the International Association of Display, 
Students will be given an opportunity to set 
up and analyze displays in the classroom. 
Studies will include display department or- 
ganization and management, fabrics and 
their uses, the psychology of color, window 
and interior lighting, store, window and 
counter design, display fixtures, forms and 
mannequins, traditional, seasonal and style 
motivations, selection and arrangement of 
merchandise, and the display problems of 
different types of stores. Retail stores, equip- 
ment manufacturers and local display club 
members are actively cooperating to make 
the venture a real success. If so, it should 
be long remembered as a milestone in the 
forward march of display, since it is, I be- 
lieve, the first time that display has been 
taught at the full college level and credit 
allowed thereon toward a bachelor’s or a 
master’s degree. 

It business is going to achieve that 150 
billion income level we are told is necessary 
to avoid depression, it will need all the sales 
ingenuity, and particularly display-selling in- 
genuity, which it can muster. Experts tell 
us that 87 per cent of all sales are made 
through the medium of sight. Certainly in 
this age of art in industry, eye-appeal is un- 
questionably the greatest single influence 
motivating the selection and purchase of 
goods, whether it is a card of buttons or an 
Eye-appeal 
means buy-appeal. Display selling is not 
just glorified sign painting as some people 
would have us believe. It is the finest, most 
important sales medium that business has! 
It should command and receive its fair and 
just share of business promotion dollars 
And we, as leaders in the display field should 
constantly strive to do everything we possi- 
bly can do to promote display on a nation- 
wide basis, in every town and hamlet, so that 
not only the boulevards of our big cities but 


automobile or a new home. 










Don McNeill, host of "The Breakfast Club," and Tom Breneman, host of "Breakfast In Hol- 
lywood,"’ have a breakfast discussion about coming television with Patricia Fitzgerald Vance, 
"The Most Televised Girl in the World," top Powers' model, now director of the Patrician 
Finishing School, Chicago. This picture was secured for a display by the Bishop Publishing 
Company during the world premiere in Chicago of Tom Breneman's new talking picture, "Break- 


fast In Hollywood." 
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\mcerica’s Main streets everywhere will dis- 
lay and offer the products of industry to 
sur millions of citizens with such sales and 
ye-appeal that maximum production and 
jobs for all can continue at a high level for 
1 | yr time to come. 
manufacturers” of display fixtures, 
nent and decoratives also have a great 
responsibility in accomplishing this end. It 
is their job to design and produce display 


facilities so economically that they will be 
vit reach of tens of thousands of stores 
hroughout the country. Today, of course, 
there 18 a scarcity of fixtures, mannequins 


ind decoratives because of the fact that all 
manufacturers were in war production 
ind did not violate government regulations 
limiting the use of strategic materials. Some 
jack market manufacturing was admittedly 
lone, but generally speaking the products 
so produced were cheaply made, poorly de- 
signed and priced at two or three times 
their value. The legitimate manufacturers, 
ior the most part, are now well along with 





their reconversion programs and soon will 
be able to furnish plentiful supplies of prop- 
rly designed, well-made quality products 
that will enable thousands of stores to go 
thead with their remodeling and improve- 
ment programs. 

You can look forward to many new inno- 
vations in design, materials and engineering 
levelopments in your display equipment of 
tomorrow. Here are some of the things 
that will be available and which offer the 
ilert designer unusual opportunities for the 
reation of interesting new fixtures and 
quipment with unusual eyve-appeal. 

New clear plastics that can be molded or 
iormed to various shapes. 

Colorful plastic laminates that are ideal 
tor window backgrounds or inter:or units. 
These can be inlaid with all types of de- 
signs or figures.) 

New plating techniques that will produce 
re durable chrome finishes. 

Synthetic resins and baking enamels that 
vear like iron and are as smooth as glass. 
\luminum or plastic faced plywood panels 
it can be sand-blasted and decorated in 
lor 

New structural glass, and glass fabrics 
t various types and designs. 

Heat-treated glass that stands the utmost 
ibuse 

Plastic fabrics in a wide range of designs 
| strength, for upholstering or draping. 
Light metals such as aluminum and mag- 


la not going to try and go into detail 
garding all this material. I have some lit- 


rature which is available for your inspec- 
" desired. Don’t expect to see these 
ew Ings in use immediately, however. 
Ngmeering and production problems, a 
teady flow of materials, the development of 


lls and methods to permit their eco- 
use—all must be perfected before 
St w materials find their place in new 
‘ign-. and get into quantity production. 
meantime, of course, you will see 
w designs and developments involv- 
8 t ise of the customary prewar metals, 
plastics, woods, etc. Our own com- 
already brought out a number of 
ns and has quite a few new things 
av at this time. 
vi I'd like to say just a few words 
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Quantity... Quality... 


| 
| 
| 
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00 Charles Street. MVC 








The BINDER you’re 
looking for -- - 


e SUBSTANTIAL CONSTRUCTION 
@ IMPROVED REMOVABLE BARS 
e CLOTH BOUND 
e@ HOLDS 12 COPIES 
re aie ne Tied, Bett thca ~=$)-50 Each 
a year's issues of DISPLAY WORLD POSTPAID 


Keeps copies clean and handy for refer 
ence 


ORDERS ACCEPTED FOR U. S. AND CANADA ONLY. 
DISPLAY WORLD - CINCINNATI 1, OHIO 
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Special price cards 
made to order with 
name of company 
or trademark. Write 


us for information. 
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A CHANGEABLE PRICE CARD 
THAT ADDS TO THE 


ATTRACTIVENESS OF ANY DISPLAY 


Ideal for window, counter and showcase 
display, these attractive Changeable Price 
Cards catch the eye, are easy to read. Not 
only can they be changed to show differ- 
ent prices in dollars and cents — but they 
can be adjusted so that the numbers are at the correct angle 
for easy readability whether they are up high or at eye level. 
Available in Gold or Silver, they're really handsome! 
20 embossed, die cut and scored foil price holders, ready 
for assembly with 440 matching figures from 0 to 9, dol- 
lar and cent signs and decimal points. A real value at $2.00. 
Order through your job- 
ber. Or write direct: 
EUREKA SPECIALTY 
PRINTING COMPANY 
Stationery Div. 


Dept. DW, 11 W. 42nd St. 
New York 18, N. Y. 











write today for 
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about Here will un- 
important changes and im- 
In all probability the manne 
future will be and 
built of plastics. As a fact, our 
company 


mannequins too, we 
questionably sec 
provements 
designed 
matter of 
consideration and devel 
While many problems 
of production and cost remain to be solved, 
it is our opinion that ultimately the desired 
obtained. | 
section ot one of these experimental models: 
this bust 4 


quins of the 


has undet 


opment such a figure 


results will be have with me a 


weighs only 2 pounds, including 
the wig; the entire figure will weigh only 
about 7! Practically indestructi 


ble, extremely light in weight, it should live 


pounds. 


out its entire “style life’ with only an occa- 
sional refinishing job. The final perfection 
of such a however, still many 
months you need new manne- 
quins don’t wait, for these but buy the more 
conventional types now available. 

This mannequin is of course only one of 
the many new items you can expect and will 
“Displays of the Future.” 
Every manufacturer's research and develop- 
ment departments are busily engaged today 
testing, experimenting and proving out new 
ideas and new developments of old ideas. 

With an economic situation that constant- 
ly presses home the need for large scale pro 


figure is 
away, so if 


get for your 








MARCH, 194} 


duction and distribution; with a devel ving 
competitive situation that will  tremen. 
dously step up the need for visual merchian- 
dising or display-selling; with an educa. 
tional program that emphasizes the growing 
recognition being accorded display by higher 
schools of learning and by important bhusi- 
ness groups; with both the display profes- 
sion and the display manufacturers moving 
rapidly ahead in the use of new materials 
and new techniques—it looks to me as jj 
the display profession and the display in. 
dustry are headed for big things. As 

stated at the outset, the next five years 
should be the greatest in display history, 





Lois Adams Adds to Duties 
At Rip Studio, New York 

Mrs. Lois Adams, for the past six years 
head designer for Rip Studio, 15 East 22nd 
street, New York City 10, is now in charg 
of production in addition to her former dv- 


ties. She takes the place of Mrs. Rutl 
Price, who 1S no longer with the 
firm. Mrs. Adams was formerly with La- 


Salle & Koch, Toledo, and at one time was 
in charge of interior display for Arnol 
Constable, New York City. 

The entire staff of designers and crafts 
men at Rip Studio continue with the organ 
ization, with the addition of several other 
artists. No other changes in personnel hay 
been made. 


Sam Blum Returns 
To Bloomingdale's 

For the past five 
Store, Chicago, as 


years with The Fai 
display director, San 
Blum rejoined Bloomingdale’s, New 
York City, in a similar capacity. Blum was 
with the Eastern firm for a number of years 
leaving it to head display at Gimbel Broth 
1940. Blum replaces Howard Rich 


has 


ers in 
mond. 

Reed Schlademan has been named displa 
director for The Fair Store. 


Werner Replaces Dorsey 
At Oppenheim Collins 


Following the resignation of Leslie Dor 
sey as display manager for Oppenheim Col- 
lins & Co., New York City, as noted else- 
where in this issue, Wells Werner has been 
appointed to the position. Werner has bee! 
with the company since his recent dischargé 
from the army, and at one time was with 
the display department of Saks-34th Street 
During his army service he was a combat 
photographer. 


Soldinger Establishes 
Own Business 

For many years connected with the display 
field, S. L. Soldinger has set up his own 
business at 809 Hofmann building, Detroit 
1, under the name of DisplArts. He is 
terested in hearing from display manufac 
turers wishing representation in that tet 
ritory. 


Hanrahan Elected 
By Wisconsin Club 

The following officers have been elected 
by the Green Bay Displayman’s Club 
president, George Hanrahan: vice-president, 
Kenneth Nuss; secretary, Rita Siudzinsk, 
and treasurer, Eugene Stiller. 
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ANC Appoints 
Horold Dayton 


e appointment of Harold V. Dayton, 
consultant on interior layout and design, has 
bee. announced by A. C. Thompson, vice- 
president in charge gf management, opera- 
tion and research, R.R.A. Division, of the 


\ssociated Merchandising Corporation. 

Prior to joining the AMC, Dayton headed 
the outfitting branch of the Marine Interior 
Design Section, Technical Division, U. S 
Maritime Commission. A graduate of the 
Ne York School of Fine and Applied Art 
(Parsons), in Paris, he has conducted re- 
search in England, France and Italy. For 
four years he was vice-president of Consult- 
ing Decorators, Inc., and for 13 years, in 
he evening, was instructor of Interior Ar- 
chitecture and Design at the Newark School 
of Fine and Industrial Art. Dayton gained 
practical experience in merchandising and 
was a designer of special promotional fur- 
niture and allied decorative accessories in 
the home furnishing division at R. H. 
Macy & Co., New York City. 

Under the direction of Thompson, he will 
work with AMC stores in energizing their 
building expansion and modernization plans, 
and effect an exchange among the stores 
covering lighting, fixturing, air conditioning, 

rtical transportation, departmental ar- 
rangement and modern merchandise han- 


Eldon Keidd Joins 
Cook & Meier 
Eldon L. Keidd recently joined the staff 
ft Cook & Meier, 159 North Michigan 
avenue, Chicago 1. He brings to the dis- 
manufacturing firm a wide acquaint- 


ince in the field and much experience in 
lisplay and decoratives designing, having 
been engaged in similar work for the past 


< irs. 

\iter graduating from Wichita university, 
vhere he majored in business administra 
tion, Keidd began his display career with 
he Snyder Ice Cream Company, Wichita. 
Later he was with the Walgreen Drug Com- 
pany for two years, and then with the Ad- 
mes Company, of the same city, for 17 

At Cook & Meier, Keidd will be in 


harge of design and layout 


Agins Back on Job 
In New Haven 


Marvin L. Agins, Marvin Displays, 238 
Geo street, New Haven, Conn., has re- 
tury to the operation of his business after 
thre ears in the armed forces and would 
like to hear from his many friends in the 
held. During his absence the business was 


conducted by Mrs. Agins. 





Grover Displays Appointed 
By Crystalline Plastics 


talline Plastics Company, Los An- 
Seles’ producer of an unusual plastic line 


‘lay fixtures, has appointed Grover | 


VISy s, 626 Broadway, Cincinnati 2, as 
ve agent for the states of Ohio, In- 
Kentucky and West Virginia. A 
te sample line of the fixtures is on 
at the Grover showrooms. 
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GREETINGS 


to the 


Southern Display Association 


| May your exhibit and conference 


| be a tremendous success 


VICTOR HAIDA DISPLAYS, INC. 


149 West 24th Street New York City I! 























IT’S IN THE FINISH - - - 


“Skin-tone” 


BUST 
FORMS 


A natural Skin Tex- 
ture lacquer finish. 
Chip, Crack and 


Peel Resistant. 


FOR 
LONGER 
SERVICE 





No. 3 $3.75 each 


OUR OWN EXCLUSIVE FINISH. 
LESS EXPENSIVE BECAUSE OF 
ITS DURABILITY AND LONG LIFE. 





No. 4 $4.00 each 





2 ; — — AVAILABLE : 
CTE ta acl 


WHEN IN CHICAGO VISIT OUR SHOWROOMS —IT PAYS 






612 WEST LAKE ST., CHICAGO 6, ILL. 








for your 
Window! 


Shield valuable display mer- 
chandise from _ destructive 
ultra-violet rays with: 


PS >. ab a a + + 


transparent 


PLASTIC SHADES 


Easy to install; simple to fit. 
A plastic sun shade for your 





window is a MUST for low 
cost sun insurance. 

A penny postcard mailed 
TODAY will mean SAYV- 


INGS tomorrow. 
REPRESENTATIVES WANTED 
Mail inquiries to: 
the PLASTIC SHADE CO. 
83-52 Talbot Street 
{ Kew Gardens 15, N. Y. 


Ot dl LL A LA ' oo 


FACT, FUN and 
FANTASY in DISPLAY 


TO MEET YOUR NEEDS IN ALL MEDIUMS 


Scat i 


moe tte 
-_——S—_ = =P «ae = ae ee ee ee ae ee ae eee ee eee ae 


oe 








EARLY AMERICAN 


Figure in Papier Mache Hole ling Rose 
Full Round Stands 
Write, wire or phone for complete details. 


TALLY-HO Display Studios 


150 E. 22TH STREET 





NEW YORK CITY 16 


DISPLAY WERLe 





—Mexican carts served as displayers throughout 


the departments featuring the “Calexico Col- 
orama" fashions— 


"“CALEXICO COLORAMA" 
[Continued from page 62] 

own shop and sprayed in brilliant 
combinations. A special shop was 
to handle the merchandise for this 
Here Mexican recordings were 
played and on Saturday afternoon Mexican 
entertainers of fame appeared, much 
to the enjoyment of a large crowd which 
gathered to hear the native music and 
songs. An additional touch was created by 
the Mexican costumes worn by the elevator 
Our restaurant served a Mexi- 
can dish each day, and the menu covers in 


in our 
color 

created 
promotion. 


radio 


operators. 


appropriate design called attention to the 
fashion presentation. 
It is always a great satisfaction to a 


know that the preparation 
put into a promotion is fully justified. Judg- 
ing from the general results and the tre- 
amount of favorable comment re- 
there is no doubt that “Calexico 
Colorama” did greatly bolster an otherwise 
dull season and set a high-hearted mood for 
postwar clothes in the minds of the people 
of San 


displayman_ to 


mendous 


ceived, 


Cavendish Displaymen 
To Meet in New York 

Display 
endish 


directors for stores of the Cav- 
Trading Corporation will hold their 
meeting in New York City during 
Display Market Week in June. Everett 
Quintrell, Elder & Johnston, Dayton, is 
chairman of the group and direct the 
meeting. 


annual 


will 
two-day 


Burr Nichols ee 
Hens & Kelly 


Formerly in charge ot display for J. N. 
Adam & Co., Buffalo, Burr Nichols has 
manager for Hens 
city. 


been appointed display 
& Kelly, Inc., of the 


same 
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Goldstein to Sell 
Darling Displays 

Milton M. Goldstein has joined the L. A, 
Darling Company, Bronson, Mich., and is 
attached to the New York City office, oper- 
ating as a representative. For the 
past three years he was a salesman for Nat 
Siegel, New York City, and is a well-known 
figure in the display equipment business. 
His addition to the New York office of 
Darling is in line with the overall expan- 
sion program of the company, and the tri- 
pling of space for the New York show- 
rooms and offices which was completed late 


sales 


last vear. 





Design Award Won 
By Display Artist 

A substantial cash prize has been awarded 
display artist at Nei- 
her entry in the 
Fashions Show, 


Bengston, 
man-Marcus, Dallas, for 
Sixth Annual American 
sponsored by the Chicago Tribune. 


Marjorie 


Ontario Company 
Is Formed 

\ display studio under the name of Madi- 
son Display has been formed by James 
Davis at 206 Dundas street, London, Ontario. 


Twenty-Fifth Year 
For Fisher Display 


Fisher Display Company, 
street, Chicago 6, began its 
operation with the start of 1946. 
firm. 


560 West Lake 
25th year of 
Sol Fisher 


heads the 


Arthur Held Joins 
Marian Shops 

Arthur Held, formerly 
Shop, has joined the display 
of Marian Shops, Birmingham. 


with the Darling 
department 


“PUNCH. LIGHTING" 
[Continued from page 45] 

in operation until midnight, attracting much 
attention in St. Louis’ normally dark down- 
town district. A master switch at the door 
shuts off the light or turns it on regardless 
of the clock setting. Thus light is doing a 
sales job for hundreds of sporting goods 
store is closed. 
to the use of a “precipitron” 
entering through the air 
tioning lighting levels are actually 
considerably higher than specified. Foot- 
candles quoted are figured conservativel) 
at a 75 per cent maintenance factor. The 
total lighting load is 49,521 watts, of which 
over 17,000 is represented by the first floor 
display lighting on such items as hunting 
fishing equipment, archery, badminton, 
tennis, baseball and football supplies, gy™ 
equipment, and books. 

“We're counting heavily 
boost our retail sales volume,” 
up, “simply because the store is constantly 
attracting from the street customers who 
respond to a high visibility of merchandise. 
The first floor itself makes a far better 
display window than the standard lim ited- 
space show window variety—so long 4s it 
is equally well lighted.” 


items long after the 
to re- 
condi- 


Due 
move dust 


system, 


and 


on display to 
Siebens sums 
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STORE PLANNING 
[Continued from page 74] 


taicd and complicated, but very necessary, 
10 section form, filled out in the merchant's 
place of business by a Seiberling field serv- 
ice engineer who has been’ thoroughly 
schooled in this type of work. 

This request, when completed in the field, 
is then submitted to the store planning and 
y division in Akron via the mer- 
chant’s Seiberling branch. 

Once received in Akron, the statistical 
work, as described above, is completed, and 
the request then moves on to the planning 
table where the statistics are interpreted. 
With the use of scale models, the store is 
planned and photographed as it will actually 
appear when set up in full scale in the mer- 
chant’s place of business. 
“Next, the floor layout is blueprinted, and 
the cost of the complete job, including all 
store display and lighting fixtures, artwork, 
glass, and hardware, is estimated. 

This material is then correlated and re- 
turned to the merchant via his branch in 
the form of a presentation. Upon his ac- 
ceptance of the proposed plan, the fixtures 
and equipment are ordered by the 

department from the various 
Simultaneously with the arrival of 
the fixtures and equipment in the merchant's 
place of business, a Seiberling trained store 
installation engineer arrives in the mer- 
hant’s town to supervise the complete store 
fixture and display installation. 


store 
planning 


sources. 


Duncan Joins Kaufmann's 


As Display Head 
Just at press time word is received that 
Kenneth Duncan, who has been display di- 
rector of Davison-Paxon Company, Atlanta, 
is resigned in order to accept a similar 
with Kaufmann’s Department 
Stores, Pittsburgh, as of April 1. He suc- 
\W. L. Wardrip, who left Kaufmann’s 
several weeks ago to head display at Ernst 
Kern & Co., Detroit. 


sition 


Duncan was for many years in charge of 

The Boston Store, Milwaukee, 

nd more recently was with Blauner’s, 

iladelphia, and the Palais Royal, Wash- 

ington. Taking his place at 

ns is V. E. McCollum, recently released 
the army after several years service as 
ptain. 


lisplav at 


Davison-Pax- 


New Display Fixture 
Company Formed 
The Woodstock Manufacturing Company, 
| at 60 Woodstock avenue, Putnam, 
is a new corporation formed for the 
of making display fixtures of metal 
lastics for sale through established 
and direct to chain store organiza- 
lhe company is headed by J. Dean 
r, president; Stanley E. Chapin, vice- 
nt in operations, and 
B. Cox, factory superintendent. 


charge of 


cer will handle sales as well as direct 
pany. He was at one time with the 
.resge Company, Detroit, as assistant 
buyer of display fixtures. He then 
sales manager for the L. A. Darling 
iy, later becoming president and 
ger manager of that firm. From there 
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New Third Dimension Print 



































112 W. 42D STREET 


AND 


BLOCK DESIGN 


Here is a decorative paper that is entirely new in design 
and has that Third Dimension feel so much sought after 
in display papers. 50 inches wide, in 25 and 100 foot rolls. 


A complete line of 
EASTER AND SPRING DESIGNS 
AVAILABLE IN 50" 
Many Attractive Patterns—Write for New SPRING CATALOG 


DINGLEMAN-WOLFF CO. 


107" WIDTHS 


NEW YORK CITY 18 


Originators and Manufacturers of Distinctive Display Papers 








PEBBLE-TEX 


For copy cards and cut-outs 


Six Pastel Colors and White 
Sold by Leading Display Jobbers 


Exclusive Distributor 


W. C. HURLOCK 


4105 Taylor Ave. Drexel Hill, Pa. 

















he went with Reflector Hardware Corpora- 
tion, Chicago, and then Edward Katzinger 
Company. When the war started Spencer 
Pratt & Whitney and spent 
three years with them as assistant foreman 
in the inspection department. 


joined some 


Chapin is also from Pratt & Whitney. 
having been with that firm for more than 
seven years; he was general foreman of all 
inspection in the Willimantic division of 
United Aircraft. Prior to joining Pratt & 
Whitney, Chapin was a die-maker for Pre- 
cision Die Casting Company, Syracuse, for 
nine years. 

Charles B. Cox was at one time with the 
American Optical Southbridge, 
Mass., for 14 years as tool-maker, mainte- 
nance engineer and in the experimental de- 
partment. For the past three years he was a 
tool-maker with Pratt & Whitney. 

The New England location was selected 
because of its close proximity to raw ma- 
terials and skilled labor, and the low over- 
head found in a small community. Tool- 
ing and equipping of the factory has been 
going on for three months and production is 
now beginning. 


Company, 





DISTINCTIVE 


GLASS FIBRE 


FLOWERS & PLANTS 


IN COLORS 





Dogwood and Apple 
Blossoms 
on natural branches 





LACE FLOWER SPRAYS 


in pastel shades 





PAPIER MACHE 
NOVELTIES 





Displays Made to 
Your Sketch 


BONAFIDE DISPLAY 
& DECORATIVE CO. 
61 WEST 37th ST. N.Y.C. 











EQUIPMENT 


Largest and most complete 


stock of display materials carried in the | 


NORTHWEST 


¢ MANNEQUINS 

e RACKS 

¢ HANGERS 

e ARTIFICIAL FLOWERS 
e GRASS MATS 

¢ BACKGROUND PANELS 
e LUCITE FIXTURES 

e STAPLES 

e FLAGS 

e DECORATIVE PAPERS 

e BIRCH POLES 

e FISH NET 

e COLORED SAND & ROCKS 
¢ PHOTO MURALS 


Send for Catalog 


1417 Fourth Avenue, Seattle |, Wash. 


COVERAY 
THE COST-CUTTER 


for Lining and Covering 








CLOPAY 
PRODUCT 


Get that Expensive Look 
& At Amazingly Low Cost 


There's nothing more richly decorative than the 
natural grain of fine leathers. BUT THE COST! 
In COVERAY you get the looks without the 
cost. In fact COVERAY costs less than many 
display papers of less merit yet it gives you 
everything but the feel of costly leathers with 
photographic fidelity. Gives you 20 authentic 
colors—100% washable baked-on enamel finish 
—truly amazing durability. Compares with dis- 
play papers costing up to three times as much 
—plain colors as low as $1.75 for 4-ft. x 25-ft. 
rolls. Write for sample COVERAY and other 
Clopay display papers. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 





| by Rohm & Haas Company, 


|} partment, 


| of a four-color mural painted in light. 
| three-dimensional effect is created by super- 
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“Dream Suite’ Suggests 


Display Applications 


Suite,” designed 
Philadelphia, 
to show peace-time uses for its plastic, has 
a number of ideas incorporated in it which 
reveal interesting display possibilities. Per- 


The “Plexiglas Dream 


| haps the most interesting one from the dis- 
| play standpoint is used in the sleeping com- 


part of which is pictured here. 


decoration for the bedroom consists 


The 


The 


imposing four sheets of ‘Plexiglas,’ each 


| of a different color and carrying a separate 
| element of design; a fluorescent lamp is em- 
| ployed to 


edge-light the mural. <As_ the 
light goes through the edge of the plastic 


| it picks up the color of each layer, thus giv- 


ing depth to the composite picture. Light 
only from the etched or painted 
areas. Concealed at the bottom, under the 
plastic, is the 40-watt daylight instant-start- 
ing fluorescent lamp. 

\ somewhat similar effect is found in the 
where the circular shower “tur- 


emerges 


bathroom, 


ret” is constructed entirely of the plastic 
which is etched in an under-sea design: 
this is illuminated, by means of the edge- 
lighting method, from a concealed 

In the dressing room is a cone-shaped 
“Lazy Susan,” the lower part of which has 
“Plexiglas” shelves and 
while the upper part uses plastic supports 
for hats. Likewise in the dressing room 
are “radiant walls” which illuminate the 
room through designs etched in light. 

The “Dream Suite” began a tour of the 
principal cities of the nation on September 
12, and is reported as attracting much in- 
terest. 


source 


rails for shoes 


McCollum Rejoins = 


Atlanta Store 
After a vacation following his re- 
cent discharge from the service, Capt. \ 
F. McCollum has returned to Davison- 
Paxon Company, Atlanta, where he will be 
in charge of window display. Kenneth 
Duncan continues as display director. 


short 
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Rohm & Haas Buys Plant 
From Government 

Pu-chase from the Reconstruction Finance 
orporation of the Knoxville plant which 
Pthe Company operated during the war has 
een confirmed by the Rohm & Haas Com- 
inv, Philadelphia, through L. W. Covert, 
vice-president. The purchase price for the 
rop-rty was $1,096,200. Manufacture of 


plastic 7 ; -? ; 
desi eet “Plexiglas,” the company’s transpar- 
eye an istic, will be resumed this spring with 
sana eralually increasing number of employees. 
. € ° ° 
shaped C. Henrich, who managed the wartime 
~e a ~C e ° e ° 
sat te jerations of the plant, will continue in 
shoes, fm ("4 qn 
upport si demand for sheet ‘Plexiglas’ is 
g room teadily increasing and the results of market 
ate the idies are most promising for a future of 
ate e hs P ” : | 
sht mtinued activity in the plant,’ according 
7 ( ver 
of the cae. 
ptember a _— a 
uch ine ME Naegele-Horner Mannequins 


Seen in Roto Sections 


\ number of newspapers throughout the | 


uuntry featured in their rotogravure sec- | 


ions Of Sunday, March 3, a series of illus- 
his re- trations of Naegele-Horner mannequins 
capt. \ mder the title: “GI's Return—A Fantasy.” 
Yavison- The pictures, by Acme Photos, showed 
will be Hugh Horner dreaming of the mannequins 
Kenneth e would create on his return from the 
yr. urmy, his actual return and the domestic 
liss which followed. 


Kipphorn Now With 
Watt & Shand 











Lancaster, Pa., Elmer A. Kipphorn has as 
sumed the position. Ware, as noted else 
here in this issue, is now associated with 
the DeWeese Display Equipment Company, 
Pittsburgh. 







Kipphorn joined the display department 
f Watt & Shand in 1928 and in 1938 was 
made assistant to Ware, the position he 
eld at the time of the latter’s resignation. 


Ortquists Honeymoon 
In Florida 

\. E. Ortquist, display director for I. 
Friemuths, Duluth, was married recently 
to Miss Blanche Sweeney. The couple 
spent their honeymoon at Palm Beach and 
Miami, and are now “at home” in Duluth. 







ast 27 vears in the Lake Superior region. 






Austen Releases Catalogue 
For Spring and Summer 
\ lorful catalogue for the spring and 






sumt seasons has been issued by Austen 
Isplay, 31 West 3lst street, New York 
It} showing a wide variety of display 





Novelties. Included are such equipment as 
‘ood balls, mirror rain drops, rayon fluff, 
blastic ribbon and metal items. Copies are 
Vailavle on request. 


Gardner Estate 











To W'dow 

The will of William Gardner, head of 
vard Displays, Pittsburgh, until his 
eatl an airplane crash on January 18, 
ia is entire estate, including a con- 
TOU interest in the display firm, to 





WwW 





Following the resignation of Lamont A. | 
Ware as display director for Watt & Shand, | 


Urtquist has been active in display for the | 
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“ 
NEW? 
GLO-BRITE PRODUCTS announees 


the latest development in their widely acclaimed Glo-Glass 
line of fine soft glass fibers — the long awaited color of 


SOPHISTICATED BLACK 


Here at last is the answer to the display man's need for a floss 
textured glass fiber that will make windows of striking contrast 
and beauty. Sophisticated Black is soft and silky—its possibili- 
ties are unlimited. 


Use Sophisticated Black for Easter and Spring 
in combination with the other non-irritating 


GLO-GLASS PASTELS 





EASTER PINK YELLOW FUCHSIA 
CHARTREUSE ORCHID NILE GREEN 
SKY BLUE PEACH MAJESTIC WHITE 
SEA GREEN SHOCKING PINK 
7 @ « COLORS a { Per Pound in 
PRICES: WHITE $2-28 ¢ 5 Lb. Chdione 











Proportionately lower prices for larger quantities. 


Glo-Glass is packed in Convenient One-Pound Shipping Cartons 


Fully fluffed — Ready for use. Dealer inquiries are invited 


Glo- Brite PRODUCTS, INC. 


MIDWEST HEADQUARTERS FOR FINE SPUN GLASS 
1910-14 W. BIRCHWOOD AVE. CHICAGO 26, ILL. 


niginal Creations 
REED and RATTAN 


V 


SEE OUR EXHIBIT 
AT THE 











Houston Display Conference 
APRIL 22-26 


V 


A. LUTZ 


3 WEST 18TH STREET NEW YORK CITY II 
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Te AU Our Old Qriends 


DAVE ROSEN AND SOL ROSEN 


have now become members of the firm 


Kaplan Products & Textiles Inc. 


of NEW YORK CITY 


and have opened a showroom and stockroom in association with 


EARL W. GASTHOFF CO. at 


I80 W. Randolph Street 
Chicago, Ill. 


STATE 4800 





WINDOW DISPLAY FABRICS & ACCESSORIES 
(6000 sq. ft. of display windows) 








Century Reflect-o-sphere No. 348 


around canopy. Easy lamp access. 
150 /300 Watt, R40, PAR38 Reflector bulb. 


LIST PRICE $18.00 


419 WEST 55TH STREET 








Lord & Taylor—Design by Henry F. Callahan 


Diagonal adjustment of beam. Revolves 360‘ 
Uses 


CENTURY LIGHTING INC. 


Make 


CENTURY 
Reflect -O - lites 


your 
“tools of display” 


WHY? Because Century Reflect-o- 
lites are DISPLAY DESIGNED. Used 
dramatically, Reflect-o-lites help you 
ACCENT—to make customers see 
and BUY—what you design into a 
display. 


JOIN America’s Leading Smart 
Stores! Order NOW! (Ask for Store 
Lighting Catalog.) 


PROMPT DELIVERY 


NEW YORK CITY 19, NEW YORK 











Seattle News 


By R. W. CHAMPION 


Display Association had its 


HE Seattle 
first meeting on February 12, at the 


Mayflower hotel, at which time officers 


were elected for the 19460 season. Joseph 
Sjursen, Frederick & Nelson, was named 
president, and Ray Blossom, Rhodes De 
partment Store, appointed vice-president; 
the writer was elected secretary-treasurer 


Members ot the board ot 


directors are: 





Karl Hardy, Schoenfeld’s; Howard Schneid- 
Frederick & Nelson; Charles Boyd, dis- 
play representative; Charles W. Johnson, 
J. C. Penney Company; C. W. Price, free- 
lance, and Ray Faulkner, Weisfeld & Gold- 


be re. 


e 


The meeting was well attended and gave 
promise of many more enthusiastic gather- 
with future 
staged during the coming year. 


Ings, plans for events to be 


It does one 
good to see this renewal of a time-honored 


association, and the outlook for promoting 


the display profession should be exception- 
al; many new and enthusiastic members are 
handling important display positions 


and can be looked to for vitality and vigor 


now 
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in placing the profession on a substantially 
higher basis. 

Speaking specifically of our firm, we have 
added three new members—all newly dis- 
charged servicemen. Tyler Kaune has taken 
over the office and personnel duties, aiter 
having served four years with the navy as 
a lieutenant-commander; during this time 
he had charge of several ships in the 
South Pacific theatre. Gordon Hull, until 
recently an army captain with a considera- 
ble record of service with the Air Force 
in the European theatre, is to take charge 
of sales activities. Norman Arnesen is in 
charge of the shipping department; during 
his war service he had charge of a novel 
crew that traveled the battle fronts oj 
Europe, servicing shot-down or _ crash- 
landed planes. 

The postwar situation in Seattle and sur- 
rounding cities gives promise of continued 
high business activity for the next five or 
six years at least, and is not being dis- 
turbed by strikes and labor difficulties such 
as are being experienced in other parts of 
the country; this is mostly due to the fact 
that wages here have always been on the 
top. At present, to illustrate, the Seattle 
Transit is paying wages equal to the high- 
est in the entire country; all other indus- 
tries are likewise paying top wages. On 
the other hand, food, rents and_ propert 
values are plenty high and appear to b 
headed for still higher elevations. 

Aside from display, here on the shores oi 
Puget Sound we are treated to a magnif- 
cent spectacle through the return of scores 
of fighting ships that have made history 
their crews are being processed through this 
area for release. In the harbor at. th 
present there are six airplane carriers; tw 
of the largest carriers, and three big battle- 
ships are berthed in one slip of the navy) 
piers. 

As for current displays, spring is reall 
in the air. Windows are decked out witl 
pastel colors, spring foliage and flowers t 
set off garden wear, sports apparel and all 
other items pertaining to the balmy days 


now so close. 


New York Showing 
For French Wire Dolls 


The famous French wire miniature manne- 
quins, clad in Paris fashions from well- 
known houses, will make their first appear- 
ance in New York City in May at a charit) 
“performance.” The figures, 180 of them, 
will be garbed in new styles for their Amer- 
ican debut. 

As mentioned in last month’s issue, the 
wire figures attracted more than 100,000 per- 
sons during their exhibition in London. 


Chicago Club Presents 
Display Quiz 

The Chicago Display Club met the evel- 
ing of March 6 to participate in a “Whiz 
of a Quiz on Display,” under the direction 
of Wally Kramer. The program was 4e 
signed to present new developments in dis- 
play, as remind present 
of display angles of the past. 
took part, and prizes were awarded to the 
winners. 


those 
The audienct 


well as to 
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intially Display Incorporated - 
ee In Firm's Showrooms | } 
ly tie he spacious new showrooms opened by ( ) 
. ola Munsingwear, Inc. in the Merchandise Mart, } { 
atins Chicago, include numerous display touches. { ) 
ie ra To accomodate the new showrooms, the { 
is time firm’s space in the Mart was approximately ) 
in the doubled. With restraint in gray-blue mono- } oO ce e j 
1, until tone, the large reception room is done in ( J Dp t t A un m nt 
saat 18tli Century Modern. The gray-blue of the | ) m or an nn 
Fore carpeting, walls and upholstery is relieved | ( : 
charee [by touches of white, blond woods and a | We have been literally snowed under by requests for Sun 
_ is in mirror treatment. A pillar is mirrored on | i Shades all over the U.S.A. and Canada. 
during four sides; mirrors line a shadowbox which | ) 
» acne will contain a full-size mannequin. Smaller | ) Since we believe that a custom made Sunshade should be 
ged ri ii El eee nee | { measured for perfect fit by a trained representative we have ap- ) 
-rasn- diSpia) . Te | + . . . 
oe Six separate sales rooms are each dec- | N pointed agents and distributors for the following states. j 
nd sur- orated differently and equipped with a large ‘ 
ntinued sample table, cupboards and _ upholstered i Massachusetts North Carolina Florida ) 
Pea chairs All except the men’s sales room have Rhode Island Alabama Texas 
ng dis- a feminine feeling ane aaa bayer and ( Connecticut Tennessee Oklahoma ) 
os sulk powder table. There is a pink monotone ) biishaileend K { 
arte tal room with deeper pink chairs; one with gold ( New York ISSISSIPPpI ansas ; ) 
he feet and white striped wallpaper and turquoise ) New Jersey Kentucky Missouri ( 
on the chairs; a two-toned turquoise, baroque wall- ( Pennsylvania Georgia Illinois ) 
Seattle paper in another room is accented with ) , ( 
e high- shocking pink upholstery; an oversized 4 Please write to us for the name of your nearest representative ) 
- indus- flower wallpaper in deep red and gray, and ) . re av ( 
es. On green upholstery adorn one room: a Provin- ( Exclusive distributors for Dominion of Canada ) 
> cial roo is > in a sma atterne se e 
yropert ial ro m i: oom in ' mall patterned, rose ) THE ART SIGN COMPANY, Lethbridge, Alta. ( 
to be paper and the same shade upholstery. { 

The sales room for men’s garments is ) ( 
sores of modern in treatment. Elephant-gray walls f THE SUN.SHADE COMPANY ) 
nagnif ue Tenet Oo ONS ee ee Manufacturers of the Original Transparent Sun-Shade 
€ scores square panel paper. An English print was ( 
histor) ised to upholster the davenport and one of j 781-83-85 CHANCELLOR AVE. IRVINGTON 11, N. J. 4 
ch this the easy chairs; the other chairs are red | Se 
= . leather, nail studded. ee, ee LS 2, 2D 2 27> 72>. 
rs; tw —— — 

» battle- Plastic Bases Featured 
he nav) | 


By Kingsley | 


Plastic bases for mannequins have been 


alt 
fap ntroduced as a new product of Kingsley 

aweta Studio, 32 Union square, New York City, 

and all and are finding a large demand among the 

ay dat better stores, accordingly to Gus Kingsley. | / 


[he firm also maintains a staff of artists | 
to develop display ideas in many varied | 


ica? my COPIES 


Weidhass Joins Dazian's 
As Designer, Stylist 














- manne- ; ; , 
= wil Formerly with the display department of 
: : \rnold Constable & Co., at the store in New : ° 
appear eye me es see ; * 7 
char Rochelle, N. Y., Ted Weidhaas has resigned | This issue of DISPLAY WORLD attains a new cir 
f them, in order to join the firm of Dazian’s, Inc., F 
r Amer § ‘ew York City, as a display designer and culation high of 11,000 copies, a gain of |,000 
Styli 
sue, the | since the start of the year. Subscriptions are 
000 per- Parker Back From Service; | 
lon. : H e oe . 
Opens Own Business being accepted for immediate entry, for the 
Cl A. Parker, who recently returned 
‘rom the armed forces, has formed a com- 
lany known as the Universal Display Serv- present at least, although the paper shortage 
Ct 33 West Main street, Chattanooga. | 
he evel eeninamnenaielia may make a resumption of a subssription waiting 
a “Whit Four-Color Brochure | 
direct" Bf For Timely list necessary later. 
was UF Ti 


di ly Service, 453 Broome street, New 
5s in 13” Past . . 
York ity 13, has issued a brochure show- 


present ne avaae P 
idienct ig firm's screen-processed poster for 
rape Moth. r’s day, which comes on May 12. The 
d to th ay, ch comes on May IZ. 

: POste 


illustration, done by Lawrence Wil- 
in four-color. 
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FOIL PANS and) Houston Conference Exhibitors 
BUTTERELIES pees sreres ec 


Easter and Summer 





PASTEL FOIL FANS 


No. 700—52" spread $2.95 ea. 
No. 70!1—26"' spread $2.25 ea. 


embossed genuine foil fans in three 
colors—orchid, chartreuse or light blue. Large 
fan opens to 52" half circle. Small fan opens 
to 26" half or full circle. Can also be used in 
many ways such as circles, wall pockets with 
flowers or parasols. Excellent effect when com- 
bined with foil butterflies. 


Pleated 





No. 702—FOUR WINGED FOIL BUTTERFLIES 


4" and 6" wing spread perforated die-cut gen- 
vine foil butterflies in numerous color combina- 
tions. 

Package of 24 assorted butterflies $3.50 


(12 of each size) 


DISPLAY MANUFACTURERS MART, inc. 
“Everything for Display” 


35th STREET NEW YORK |}. N. Y. 








34 | WEST 





the Southern Display Association’s 

Educational Conference and Exhibition in 
Houston, April 22-26, according to the latest 
release from SDA headquarters : 

L. A. Darling Company, Bronson, Mich., 
Space A 

Garrison-Wagner 
Space B. 

Nat Siegel, New York City, Space C. 

The Adler-Jones Company, Chicago, 
Space D. 

Display Equipment 
York City, Space E. 
Corporation, Cincinnati, 


Company, St. Louis, 


New 


Corporation, 
General Display 
Space F. 

L. J. Charrot Company, New York City, 
Space G. 
New York 


intervening 


The Greneker Corporation, 


City, Spaces H and I and 


; corner. 


Silvestri Art Manufacturing Company, 


Chicago, Spaces H and I and intervening 
corner. 

Scheuer Manufacturing 
York City, Space J. 

Bliss Display Corporation, 
City, Space K. 

W. M. Zeppen-Field Studios, Hollywood, 
Spaces L and M. 

Earl W. Gasthoff Company, Danville, Ill, 
Space N. 

Display Effects, Los Angeles, Space NN. 

Silvestri Studio, Hollywood, Space NE 

Allied Display Materials, Inc., New York 
City, Spaces O and P. 

Eve Brueser, New York City, Space Q. 

London Displays, Pittsburgh, Space R 

Al Halverson, Inc., Los Angeles, Space S, 

A. Lutz, New York City, Space T. 


Company, New 


New York 


Decorative Plant Company, New York 
City, Space U. 
Display Products Company, St. Louis, 


Space V. 
(Continued on page 124] 





by Tony Brinker 
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Wai FIRST AND ONLY DISPLAY 
JOB HAS BEEN AT BOYD'S, 
WHERE HE WAS MADE 
A MEMBER OF THE 25 
YEAR CLUB RECENTLY... 
WAS BEEN DISPLAY DIRECTOR 3 
FOR NEARLY 24 YEARS. 
NOTED FOR WIS ESPECIALLY 
FINE MEN’S WEAR DISPLAYS. 


DISPLAY DIRECTOR, 
BOYD'S, ST. LOUIS 


TENNIS AND 

SKATING 
WERE AIS 
SPORTS UNTIL | 
HE BoucHy | 
A HOME IN 
THE COUNTRY 
AND NOW THE HOUSE AND YARD 
TAKE ALL HIS SPARE TIME. 
HE HAS A DAUGHTER 18, IN COLLEGE... 
RAINING HAS BEEN MARRIED 20 YEARS. 
WE HAS ALWAYS BEEN ACTIVE IN LOCAL 
AND NATIONAL DISPLAY AFFAIRS. 





THE DISPLAY PARADE 10 : 
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HOUSTON CONFERENCE 


[Continued from page 49] 
Huston. ... Space RS, The Sherwin-Wil- 
liams Company, Cleveland. .. . Space F-2, 
[) .play Sign Center, Inc., New York City. 

Space F-3, Brunn & Bertheim, New 


York City. ... Space F-4, Decorative Novel- 
ty (ompany, Inc., Brooklyn. . . . Space F-5, 
Promotional Display Gadgets, Land-o- 
Lakes, Wis. . . . Space F-5-A, J. Hugh 
Campbell Company, Dallas. . . . Space F-6, 
Ruth Susser Art Studios, Los Angeles... . 
Space F-7, Bostick Display Manufacturing 
Company, Dallas. ... Unassigned, Ankerum 


Manufacturing Company, Philadelphia. 

Careful consideration of every angle 
necessary to make the Conference a success 
is continuing as time for the meeting draws 
near. Another get-together of committee- 
men was held by President Malloy, Febru- 
ary 16-17-18 at the Coliseum, at which time 
progress was checked and final work out- 
line d. 


Indicative of the importance with which 


this Conference is viewed in the field of dis- | 


tributive education is the fact that the United 
States Board of Education has re-scheduled 
their arrangements to meet in a previously 





selected city, so they can be in Houston | 


during the conclave. 


With one more month to go before the | 
Conterence gets under way, reports continue | 


to pour in that a banner attendance of dis- 
laymen from all over the nation can be 


Xpec ted. 





Announce New Line 
Of Plastic Hangers 


“Dual” hangers, a new line of plastic | 


hangers in dress, combination and_ baby 


styles, has just been announced by Dual | 


Hangers, Inc., 225 West 34th street, New 


York City. A Miss Martin, associated with | 


is company, spent a year in developing the 
shape and is said to have produced 
atly improved hanger. 


Abshier Plans Visit 
With Display Friends 

Following his resignation as local man- 
iger of East Texas Theatres, Inc., Nacog- 


oches, Texas, Donn E. Abshier is leaving | 


on month's trip through Missouri and | 
lexas to visit friends in the display field. 
Prior to his association with the theatre | 
chain, Abshier was for 10 years in display, 
chic with firms in Kansas City. On his 
return, he will engage in the outdoor ad- 


ng business. 


Counter Card 
Ties-In Nylons 
unter card used in connection with 
notion on “Imra,” cream depilatory, 
a timely tie-in with the current in- 
in nylons. The promotion emphasizes 
ed for hair-free legs now that nylons 
ginning to appear on the scene once 





Kre tive Displays 
Is w Firm 


tive Displays is the name of a new 


‘ firm opened at 8809 West Pico boule- | 


los Angeles 35, by Marvin R. Grant 


DISPLAY WORLD 123 





EMP oRain 


Keep in touch with your regular Crescent Board 
dealer for latest developments 


A Product of 


CHICAGO CARDBOARD COMPANY 


670 Washington Boulevard ° Chicago 6, Illinois 














Women’s, Men’s and Children’s 


aguing 9 WEEKS 
Fame tie 


Or less, if necessary 














Shur-Nuff Display Materials 
20 N. 6th St., Minneapolis, Minn. 


Our production facilities en- 
Ely & Walker 


1520 Washington Ave., St. Louis, Mo. ables us to maintain an “"ex- 
— a cellent" schedule. We de- 

314 W. Jackson Blvd., Chicago, Ill. liver, as promised, in 3 weeks 
Lewis Fixture Co. or less! Write us or our near- 


224 E. 9th St., Los Angeles, Calif. 


est jobber . . . we'll reply 
promptly . . . giving guaran- 
teed shipping date. 
( 
| 3 


DISPLAY MANNEQUIN, 1 


Archway Supply Co. 
616-618 Arch St., Philadelphia, Pa. 














257 W. 17th STREET NEW YORK CITY 
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TRIM BATHING-SUITS | 


HERTIE | W. L. Stensgaard & Associates, Inc., Chi- 





No. 122 
28” High 
Self Standing 
e 


Papier-Mache 


$4.75 ea. 


Unbreakable 


RUB-MACHE 
$6.00 ea. 


Place Your Or- 
der Now With 
Delivery Date. 


And of Course You Remember 


FOR DISPLAY OF 
OF 


e BRASSIERES 
e CORSETS 


e BLOUSES 
e SWEATERS 
eCOATS~ e¢GIRDLES 
eDRESSES~ e SUITS 

e CHILDREN-WEAR 


IT’S 


RELIEF DISPLAY FORMS 


PRESENTED IN NEW 


AWMIIE ¢ 


E L 
UNBREAKABLE DISPLAY winter 





It neither breaks nor chips 
It is light and takes pins 


Try it and you will say: 
For outstanding relief-form display 
It’s Hertie in unbreakable Rub-mache. 


20 Different styles to suit every taste and 
purpos¢ 


Deliveries within two weeks or sooner. 
Whether You Buy Directly or 
Through Your Favorite Jobber. 


Be sure you purchase a product of the Creators 


of Relief-Display-Forms 


HERTIE INC. 


ORIGINATORS AND MANUFACTURERS OF 
RELIEF-DISPLAY-FORMS 


New York, N. Y. 


345 West Broadway 
WoOrth 4-8683 
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HOUSTON EXHIBITORS 
[Continued from page 122] 
Carrata Mannequins, Los Angeles, Space 

V 


cago, Spaces 1, 2, 3, 4 and 5. 
Pin-Rose Studios, New York City, Space 6. 
Grimm-Lambach, St. Louis, Space 7. 


Jas. B. Williams Inc., New York City, 
Space 8. 

Hugh Lyons Company, Lansing, Mich., 
Space 9. 


California Display Studio, Los Angeles, 
Space 10. 

Rip Studio, New York City, Space 10. 

Timbertone Decorative Company, Inc., 
New York City, Space 11. 

Fox Display Service, San Antonio, Space 
12. 

Austen Displays, New York City, Space 13. 

Frederick Weinberg Company, Philadel- 
phia, Space 13. 

Timely Service, New York City, Spaces 14 
and 17. 

More Displays, Medford, Ore., Space 15. 

Standard Fixture Company, Dallas, Space 


). 

American Fixture & Manufacturing Com- 
pany, St. Louis, Space 18. 

Starkman Displays, Los Angeles, Space 19. 


Southwest Fixture Company, Dallas, 
Space 20. 
WER Ribbon Corporation, New York 


City, Space 21. 

Schack’s, Inc., Chicago, Space 22. 

Grant & Silvers, Los Angeles, Space 23. 

General Display Studios, Los Angeles, 
Space 24. 

Lynn Displays, New York City, Space 25. 

Maharam Fabric Corporation, New York 
City, Space 26. 

The Tabery Corporation, Los Angeles, 
Space 27. 

Naegele-Horner, New York, Space 29. 

Natural Creations, New York, Space 30. 

Southern Importers & Exporters, Hous- 
ton, Space Si. 

B. A: 
Space 33. 

Oltmann’s Omaha, Space 33-A. 

Reyburn Manufacturing Company, Phila- 
delphia, Space 34. 

Marshal FE. Moody 
Space 35. 

Merchants 
Space R-2. 

The Sherwin-Williams Company, Cleve- 
land, Space RS. 

Southern Display 
Space X. 


Jacobs Company, Los Angeles, 


Company, Dallas, 


Display Service, Houston, 


News, Fort 





Worth, | 


DISPLAY WORLD, Cincinnati, Space Y. | 
Display Sign Center, Inc., New York City, | 


Space F-2 
Brunn & Bertheim, New York City, Space 
+.3, 


Decorative Novelty Company, Inc., Brook- | 


lvn, Space F-4 
Promotional Display 
Lakes, Wis., Space F-5. 
J. Hugh Campbell 
Space F-5-A 
Ruth Susser Art 
Space F-6, 


Gadgets, 
Company, 


Studios, Los Angeles, 


Land-o- | 


Dallas, 


Bostick Display Manufacturing Company, | 


Dallas, Space F-7. 
Ankerum 


adelphia, Space not assigned. 


Manufacturing Company, Phil- 





FEDER DISPLAYS ARE 


SO PROUD AND 
GRATEFUL 


For OUR DISPLAY UNITS 


ARE SEEN 
IN THE BEST 


iFTH Avenue Stores 


THE 


INEST IN VisuaL 


MERCHANDISING PRESENTATIONS 


EDER INDUSTRIES, INC. 


116 WEST 48 ST., NEW YORK 19, N. Y. 











Display men can be proud of 
their trims including mater- 
ials by BOTANICAL, ac- 
credited the finest in Artifi- 
cial Flower Decorations for 
all seasons—all occasions. 


Prompt deliveries on Apple 


Blossom, Morning Glory, 
Forsythia, Ivy and Rose 
Sprays. 


Quotations on request. 
Spring catalog for the ask- 


ing. 


BOTANICAL 
Decorative Supply Co. 


Not Inc., 
14 North Franklin Street 
Chicago 6, Ill. 
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Harry Jones Honored 


On 80th Birthday 


ifty friends and fellow workers met at 
a luncheon recently to honor the 80th 
birthday of Harry T. Jones, for many 
decades associated with the firm of Adler- 


Jones Company, 521 South Wabash street, 
Among those attending were J. 


Chicago. 





—Harry T. Jones— 


Carson 


“old 


V. Campbell, display director, 
Pirie Scott & Co., and two well-known 
of the field; E. J. 
representing display firms as a 


Berg, 


timers” 


salesman, 


ind Arthur V. Fraser, for many years dis- | 
play director for Marshall Field & Co., and | 


) is now retired. 


Many greeting cards and telegrams of 
id wishes were received by Jones; except 
r attending the luncheon, he spent the 


iv at his desk as usual. 


Underwood Now With 

Norman's, Bowling Green 

L. O. Underwood has resigned as display 

for Sam Pushing & Co. Bowling 

ireen, Ky. and has accepted a similar posi- 
with Norman’s of the same city. A 

mplete display department with two part- 


Manager 


time assistants has been organized for the 


t time for the latter store. 





YOU CAN'T IGNORE 
SHOW WINDOWS 
[Continued from page 102] 

even the best material, cut and finish. 
Finally, each type of garment should 
minate its particular display. The suit or 
e sports coat, for example, though dressed 
ith its natural accessories, should remain 

preme and outstanding feature of its 
indow or section of the window, and not 

ured or detracted from by masses of 
and these items in turn 
similar primary attention in 
lue place. There is, particularly in 
‘untry, a tendency to ruin the ef- 
of displays by this heterogeneous 
ation of goods. The inevitable result 
no clear and outstanding impression 
on the observer, and the opportunity 
of crystallizing a half-formed desire 
consummating a half-made purchase 
the \asic purposes which window displays 
l\ be designed to accomplish. 


ties or socks : 
claim 


] 1ess 


who is still | 
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HERE IS WHAT YOU'VE BEEN WAITING FOR 









5” thick 
Sizes: 
14” x 14” $6.95 
14” x 18” $8.95 


By ordering 
please state 
width and 
color of 
rod. 


“TRANSLOOK” 





TRANSPARENT PLASTIC 


Beautifully finished with metal 
A display by itself. 


Unbreakable. 


forever painting or covering your metal or fiber bases. 


MANIKIN BASE 


flange which fits your own rod. 
Order yours today and forget 
Made by 


KINGSLEY Studio 32 UNION SQUARE, NEW YORK 3, N. Y. 


MANUFACTURER 


NOVELTIES 


DISTRIBUTOR OF LUCITE, PAPIER MACHE 


DISPLAY FIXTURES 
YOUR SPECIFICATION 








Bunny head full-round papier-mache 
with perky lace collar, paws, construction 
board fence, sturdy ‘wood base, grass- 
covered, wisteria vine 52” by 28” 


*20.50 complete 


Random suggestions: 
Giant wood clothespins in pastel 
or gingham finish 
Velvet-covered jewelry displayers 
in varied designs 


DISPLAYMAKERS 


533 Hudson St., 


New York 14 











METAL FOIL PAPERS 
16 Colors in Stock 
SATIN OR SHINY FINISH 
Write for Sampler 101 D 


SHOPSIN PAPER COMPANY 


Manufacturers of Paper and Cardboard 


112 Charlton St. New York 14, N. Y. 





MANUFACTURERS! 
JOBBERS! 
QUANTITY BUYERS! 


MINE RUN 


GRAPE TRUNKS 








18 TO 36 INCH 





FOR HISTORICAL DISPLAYS 


authentic 
COLONIAL, VICTORIAN, GAY 
NINETIES, 1900 COMPLETE 
COSTUMES 


From the unusual collection of 


KATHERINE BURR FLEMING 
3129 Whitney Ave. 
Write for 10 page circular and photos. 


Mt. Carmel, Conn. 


MUSCATS & THOMPSONS 
$75.00 per 100 F. O. B. 


SOLD ONLY IN 100 LOTS 


GENERAL ARTS CO. 


| 
| FRESNO, CALIF. 








@ Please Mention DISPLAY WORLD When 
Writing Advertisers 

















GREETINGS 


to our many 
















Southern Friends 


May Your 


HOUSTON 
CONFERENCE 


be a grand success and an 
inspiration to displaymen 


everywhere. 


DAVID HAMBERGER, Inc. 


DISPLAY DECORATIONS 
115 West 31st St., New York City | 















FELT 


The Ideal, Versatile Display Fabric 
For All 


DISPLAY PURPOSES 



















Immediate Delivery 
54” or 72” Wide 


Nearly 60 Colors 


To Meet Every Display Need 


Maize @ Yellow @ Old Gold e@ Black e 
White e Lilac @ Purple @ Nile e Kelly 
Green @ Jungle Green @ Moss Leaf @e Olive 
Green @ Coffee @e Turf @ Henna @ Seal @e 
O.D. e Lt. O.D. @e Pear @ Cub @ Lead e 
Australian Green @ Champagne @ Mother 
Goose @ Camel @ Monkey @ Orange @ 
Pink @ Dusty Rose @ Fuchsia @ Lt. Wine 
@ Maroon @ Scarlet @ Red @ Ice Blue @ 
Copen @ Royal @ Navy e@ Aqua e@ Tur- 
quoise @ Soldier @ Cherry @ Lime @ Beige- 
tone @ Beavertone @ Browntone @ Niletone 
e@ Huntertone @ Purpletone @ Bluetone 
@ Scarletone @ Redtone @ Pearltone @ 
Graytone e@ Railtone @ Navytone and 
Benaytone. 


OUR NAME IS FELT 


Write at once for sample color 
cards and prices 


The House of Felt—The House of 


Large Stocks and Many Colors— 
The House of Friendly Service 


ADAR COMPANY 


39 WEST 32ND ST., NEW YORK CITY 1 
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J. A. D. News... 


By BERTHA GRIFFETH, Secretory —_—_—a 








REASURY Department citations are 
TT now in the mail to everyone who en- 

tered the Victory Display Week con- 
test. Awards to the contest winners will be 
made at our annual meeting in New York 
City on Sunday, June 23. This meeting will 
be planned as befits the occasion. Awards 
will be made in accordance with the follow- 
ing letter received from the judges. 

“Judging the photographs entered in the 
National Victory Display Week window 
contest sponsored by the International As- 
sociation of Display was a difficult yet very 
interesting job. 

“Tt is to be regretted that so many of the 
contest entrants did not comply with the 
rules that were set up by your organiza- 
tion for we felt that many entrants had 
windows of unusual merit yet they had to be 
disqualified for one reason or another. Then, 
too, the task was made more difficult by 
the fact that even those people 
who complied with the rules, failed to state 
the classification of their windows. 

“In an effort to be entirely fair and pre- 
sent a wholly unbiased decision, we decided 
that we could best perform our duties by 
judging all photographs as in one classi- 
fication. 

“We selected six photographs which were 


some of 








St. Louis 


definitely prize winners. We believe tliat 
you should award a first, second, and third 
prize, as outlined in your contest rules, 
and in addition should give three prizes 
of equal value as a fourth award. 

“There is some possibility that re-group- 
ing these photographs for the purpose of 
judging, may not meet with your approval 
but in our opinion it was the only way to 
arrive at a fair decision. 

“The winners of the first, second, and 
third prizes are as follows: Clement Kieffer, 
Jr., display director, The Kleinhans Com- 
pany, Buffalo; Roy H. Heimbach, display 
director, Michigan Consolidated Gas Com- 
pany, Detroit; R. J. Patterson, display di- 
rector, Weiss & Goldring, Alexandria, La. 

“The group of fourth prize winners is: 
John E. Cooke, Coulter’s, Los Angeles; 
Wray Gilliam, Field-Schlick, Inc., St. Paul; 
Steve Allan, Henry’s Clothing, Wichita.” 





Display directors who are interested in 
attending a session on the “Evaluation of 
Display” can obtain forms for recording this 
outline by contacting this office. While this 
meeting is to be conducted by the Interna- 
tional Association of Display, it will be 
open to non-members alike 
However, it necessary to secure a 


members and 
will be 
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ca d of admission through the IAD office. 
A complete outline of the association clinic 
will be printed in this column in the next 


everish activity in this office over “Dis- 
Display.” Mountains of paper— 
correspondence—aspirin by the 
When we think of Editor Kash of 
DISPLAY WORLD going through this 12 
tinies a year instead of once, well Mr. Kash, 
you have our deepest sympathy and pro- 
ndest respect. 


pl on 
re ns of 


oTross, 


(his issue of “Display on Display,” as 
well as all other issues of the year-book 
from now on, will be published in May. 
Ii vour name is not on the IAD mailing 
list, send it in now and insure receipt of 


jur Copy. 


— 


Display is being taught in at least eight 
colleges throughout the country. There is 
only one thing that can happen from this 
and that is simply for display to advance. 
All the years of ground work done by dis- 
playmen are beginning to bear fruit. Further 
proof of progress can be gleaned from the 
activity shown by individuals and groups in 
promoting organizations around the country. 

One of the outstanding examples along 
this line is the group which met recently in 
Southern California under the leadership 
of our Aubrey Maley, IAD director 
from the eleventh district. Display directors 
and manufacturers were present, about 125 
of them. Among the names of those there 
noted a number of our IAD members, 
in addition to Maley, J. Roy Stewart, Fred 
J. Tabery, Richard Fitzgerald, and John EF. 
Cooke. 

At a Seattle display- 
men, the subject of resuming a display as- 
brought up, enthusiastically 

ived, and resulted in the formation of a 
group which will hold regular meetings and 
present interesting programs. This follows 

on the heels of the appointment of Joe 
Sjursen, Frederick & Nelson, as director of 
the IAD from the tenth district, and we 
| confident that he will do everything he 
can to bring this group together as a 


own 


were 


recent meeting of 


ation was 


club 


and eventually develop a direct affiliation 
the IAD. 

More power to Ken Ikerd, Richmond 

brothers, Indianapolis, who is responsible 


tarting preliminary steps in organizing 

al display club with about 100 mem- 
ber We need more men of this calibre in 
ll communities to get clubs started. The 
International Association of Display will 
forward to representatives of 
organizations in New York. 


seeing 


\nyone interested in becoming a member 
IAD should do so at once so that 
attending the IAD meeting to be held 
w York, in June, may have the oppor- 
of voting and taking part in the ses- 
101 Also, it would be wise to make hotel 
ations for this meeting as a record 
lance is expected. 
O: February 13 this office played host to 
seo! ve Silvestri, president of the National 
ation of Display Industries. He came 
Louis to speak at the opening of the 
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ADD GLAMOUR TO YOUR DISPLAY WITH KEW BEE KUT 
DISPLAY MATERIALS—THEY ACCENT COLOR AND APPEAL 


Colors for every season. 


factured in all rich standard colors. 


Ideal for creating many effects. 
ored sand, stones, tinsels. diamond dust, beads, pearl chips, sea shells, fiber glass, ete. 


Wood flakes—Kubes Col. 


Manu- 


Chips 


Have numerous uses, for exterior and interior displays. 


Good around tree trunks, pedestals, posts and odd spaces. 


It’s first choice in leading stores from coast to coast. 
No experience necessary, anyone can sprinkle them around. 





Gives greater coverage, easy to handle 
Prompt shipments. 








182P—Wood Kubes 


No. I—Flat Wood Flakes 


No. 6—Wood Chips 


NATIONAL SAWDUST CO., Inc. 


Display Dept. 


65 NORTH 6th ST. 


“Be sure to specify Kew Bee Kut if you want the finest.” 


BROOKLYN I1, N. 


Catalogue furnished. 


V5 





PRICE TICKETS 


lt For Every Display Purpose 


Now! More than ever, you need 


price 


5 $9.50 


PER 100 


tickets with ‘“‘buy’’ appeal. 


With your Store Name 
and any ass’t of prices 
imprinted. 


SEND FOR OUR COMPLETE CATALOG 


PHIL SENKER 


227 S. Fifth Street, Phila. 6, Pa. 








course on display technique now being given 
at Washington university. This is the first 
time we have had the pleasure of having 
Silvestri in our office and we enjoyed his 
visit. 


Reports continue to reach us of the April 
meeting of the Southern Display Association 
in Houston. Judging from all we hear, the 
sessions of this convention promise to be 
unusually entertaining, interesting, and help- 
ful. We trust that as many as possible of 
our IAD members will plan to attend. 





Your IAD secretary is again elected to 
“finish” this month’s column. Al Pollard 





is out of town, and Dave Estes is too busy 
with the course at Washington university in 
addition to his other duties. Mr. Pollard 
left some ideas and instructions which have 
been incorporated—so the column is finished 
and here’s hoping you will not be able to 
distinguish the “finish” the 
instructions.” 


from “ideas 


and 


Cups to be Awarded 
In Local Contest 

Four silver cups will be presented to the 
displaymen who have the best displays in 
connection with the current Red Cross drive 
in Philadelphia. 
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PRESENTS ... 
QUALITY 
DISPLAY 
FIXTURES 





p iece 
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JOBBERS TERRITORY OPEN 
Send for Our Catalogue 


FISH NETTING 
NATURAL COLOR ONLY 
We have real large widths de 
—per square yard 


TRENTON DISPLAYS 


Front & Warren Sts., Trenton 9, N. J. 
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The Display Men’s Club of Forth \\ 
conducted an elaborate “Spring Style I 


val,” with special displays which were scen 
by a crowd estimated at nearly 50,000. Mure 
than 10,000 votes were cast by the public to 
select the best window display on 
In the department store classification 1\)js 
honor went to H. D. Lollar, W. C. Stripling 
MARCH, 1921 Company, with second prize being awarded 
Simon Larkin, formerly in charge of dis- to B. E. Chester, Monnig Dry Goods Com 


play for Hecht & Co., Washington, resigned pany. 
his position in order to operate his own lo- Ses 
cal display business. MARCH, 1936 
The New York Metropolitan Display 
Men's Club held a meeting at which the 
principal speakers were representatives of 
the Retail Millinery Association of Ameri- 
ca. John J. Cronin was president of the : . 
bi hie ae ; 2 “Ue Frank Dodson, formerly with Wolff 
organization at that time; Louis E. Weis- ‘ . mene oS : “ 
gerber was vice-president; R. E. Jones was Brothers, Wichita, became display and ad- 
si Ser AE. 55 vertising manager for Carr’s, Inc., Min- 
secretary, and Charles Vosburg was treas- : 
wh ‘ neapolis. 
=f 1 


Elected as officers of the St. Paul Dis 
playmen’s Association were the following: 
president, C. E. Shoemaker, Macey’s; vice- 
president, F. Bennet, Stillwater, Minn. 


Archie Griner, Kaufmann’s Department 
Stores, Pittsburgh, and B. J. Alexander, 
Fowler, Dick & Walker, Binghamton, N. 
Y., were announced as winners in their re- 
spective divisions in a national display con- 
test making a tie-in with “Mickey Mouse.” 

The second annual banquet of the North- 


The financial report of the International 
\ssociation of Display Men was given by 
T. Guy Duey, secretary, showing a balance 
on hand of $1,454.11. 

\n election was held by the Buffalo As- 
sociation of Display Men, with Edward 
D. O'Dea being appointed once more as ery Indiana Association of Display Men, 
president of the group. Charles Leech, held at South Bend, drew an attendance of 
display manager for The Kleinhans Com- 69 Frank G. Bingham, Robertson Brothers, 
pany, was named vice-president, Harry Van wae master of ceremonies. 

Wie, Victor & Co., was elected secretary, Joe Lombard, Bond Clothing Company, 
and Elwyn McEachnie, Jahrus-Braun Com- was elected president of the Greater Cin- 
pany, was named treasurer. Clement Kief- — ¢jnnati Display Club. He replaced Joseph 
fer, E. P. Browder and John R. Dean were — youtcheff. 

appointed to the board of directors. At a meeting of the St. Louis Display 

The Buffalo club also held its annual Men's Club the speaker was H. C. W. 
“Crystal Ball” at Elmwood Music hall, with Collins, Arthur J. House & Co., Rock Island, 
numerous out-offtown guests attending in IIl., who discussed the difference between 
addition to local members. English display and that of this country. 





—For the first time in history, DISPLAY WORLD shows a photograph of a display personality 

from the back. The lonely gentleman in the foreground, wearing the dark coat and iron hat, 

is none other than Al Bliss, Bliss Display Corporation, New York City—who is careful to point 

out that he is the one in the center of the sidewalk, not standing beside the little cart at the 

right. The scene is New York's 34th street and the crowd is waiting for the opening of Macys 
"Alice in Wonderland” windows— 
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DISPLAY TRENDS 
[Continued from page 41] 


ot! floors and is bound to change the 
app. vance of stores considerably. 

| type of display is by no means easier 
to le. On the contrary it requires more 
sensi! vity on the part’of the display artist, 
whi responsibilities are widened into 
sha » whole departments. 

quite sure that some time will pass 
het management will accept this or simi- 
lar r reaching changes. Yet, once the 
idea has caught on, it will not stop. 

[his means that not only the concept of 
display is subject to change in such a de- 


velopment, but also the store design in it- 
self, the front, the inside layout, the decora- 
tion and the lighting will be strongly af- 
fected by the new part they have to perform 
in the new setup. 


The new developments in store design and 
all the predictions about the “Store of To- 
morrow’ forecast this almost revolution- 
ary movement. The general idea in pro- 
gressive architecture of the so-called “Open 
Plan” will be adopted in store design by 
“loosening” up the whole layout. This will 
consequently bring about new fixtures, new 
merchandising methods, new selling tech- 
niques. The all-glass front, to begin with, 
has already started to discard the distinc- 
tion between window display and interior 
lisplay, between display as such and the 
interior decoration. 


Decoration and display infiltrate each 
other, new fixture types and stock space 
abolish the orthodox separation of “behind” 
and in “front” of the counter; the lighting 
irrangement, as well, is part of the scheme 
which tries nothing less than to create a 
world of its own where the world of dis- 
play and the world of reality overlap in ap- 
pearance and function. All the suggestion 
iunctions of former display will be assumed 
ina more effective way by the new concept 
ot visual selling. 


This is the new magic term: visual sell- 
ing, a phrase that is already in use to de- 
fine this new amalgamation of display and 
selling. 


This is the progressive trend; it will have 
to be made acceptable by the pioneering 
spirit of progressive stores. Once a repre- 
sentative example of such a new store has 
been executed and impressed the public, 
ther stores will follow. Gradually the 
idea will be popularized and will stimulate 
new methods in retailing. It is not con- 
ined to high class stores, although one cer- 
tainly may look for it there first. 











We invite DISPLAY WORLD read- 
to make frequent use of the 
ervice Bureau for information on re- 
curces for all types of display mate- 
‘sl and equipment from air brushes 

zebras (stuffed), or for general con- 
“tation on display problems. No 


charge is made for this service, of 
Course, 


c4 ene 
- 
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SEE US AT 


EXHIBIT QO 


Houston Display Conference 
April 22-26 


* 


Eve Brueser Studios, Inc. 


22 WEST 38TH STREET NEW YORK CITY 18 
CHICAGO OFFICE: 27 E. Monroe St., Werner Lewy, Representative 














THE 2 WINNERS! 


IMMEDIATE DELIVERY 


INDISPENSABLE 
For Window or Store 


Ideal for Sweaters, Blouses, 
Dresses, Suits, Coats, etc. 
Made sturdy of four-ply papier 
mache with full bust and 
shoulder. Smoothly finished 
and tinted in flesh color. Fits 
on any stand. 


No. 101, each $3.50 
No. II1, each aa 
Net F. O. B. Chicago 


THE FIXTURE MART, INC. 


314 W. JACKSON BLVD. CHICAGO 6, ILL. 
MANNEQUINS — DISPLAY FIXTURES — SHOW CASES 


OUR G32 SIXTY PAGE CATALOG IS FREE FOR THE ASKING 

















DISPLAY STYLISTS AND ARBEASTORG, 


Zk. &. Kurtis studio 


“ : ~: 
88 COLUMBUS AVE. AT BROADWAY & 64th ST. N.Y. 23,™ 
TRafalgar 7-1729 : 


- 

















Attention! 


Displaymen and 
Signwriters 


Now in Stock 


Satin-Finish Super White Litho- 
Lined Display Boards carried in 


sizes 
























28x44—14 ply 

28x44—70 pt. (22 ply) 
28x44—80 pt. (25 ply) 
26x44—90 pt. (28 ply) 
40x60—14 ply 

40x60—80 pt. (25 ply) 
40x60—90 pt. (28 ply) 


Place your orders now as suppl 
is limited. Jobbers inquiries invited. 


MURRAY TOLL 
Mfrs. & Mill Agents 
Cardboards of all Descriptions 


1201 JACKSON STREET 
PHILADELPHIA 48, PENNA. 
Phone: Fulton 2078 and 2011 


















~ Headless 
Display 
Model Forms 


Perfect 
Standard Shapes 


SIZES 
12-14-16-18 Miss 
9-11-13-15 Jrs. 


Price for Form Only 
Enamel and Jersey 


°8.50 Ea. 


Price for Form 
Mounted on 10" 
| Heavy Chrome 
‘ Cast Base. 
Complete 


715.25 Ea. 


Write for New 
Catalogue 


QUENSELL DISPLAYS, Ine, 


71-23 Austin Street, Forest Hills, N. Y. 
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I received your letter as well as the first 
two numbers of your magazine. I found 
here a real source of information and am 
very glad to become a subscriber to DIS- 
PLAY WORLD. ...I am now preparing a 
description of Palestinian display and hope 
to be able to forward you the material in 
due course. We have reached an outstand- 
ing standard of advertising, especially in 
display in this country among the Oriental 
countries, and I hope to be able to enclose 
some photographs with the article, showing 
some of our shops. ... I intend to order 
various items from the USA and sincerely 
hope you will be able to forward me help- 
ful information regarding reputable firms.— 
I). Brandwein, Tel-Aviv, Palestine. 


We here at Seiberling take a keen delight 
in reading your publication, and wish you 
to know that many of the ideas which you 
set forth in your publication we have been 
able to use in part in our merchandising 
plan—Thomas H. Buchanan, Public Rela- 
tions, Seiberling Rubber Company, Akron. 


We take the advantage of the earliest air 
mail to extend our hearty greetings to you 
on the glorious victory won by us through 
these long years. For years we are work- 
ing in advertising business. We at present 
control all the best located show windows 


in Shanghai and have wide business con- 
nections here. As the war is now to an 
end and promising future ahead, we are 




















—French Ferguson, display manager for Frank Brothers, San Antonio, used this window as © 
timely and humorous apology for the shortage of men's wear. The two figures were completely 
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planning to expand our business throu; 
China. 

Being constant readers of DISPLAY 
WORLD for several years before war, we 
shall be very much obliged if you would 
kindly assist us in getting connected with 
firms in United States specializing in win- 
dow, counter or showcase displaying, show- 
card writing, package designing and manu- 
facturing, motion devices, fluorescent paints 
and in any other materials, accessories or 
tools which may be used for the above lines. 
We shall be glad to have their catalogues 
or any other information. We would like 
your suggestions of what to buy for our 
own use and for whom we might act as 
representatives in China. 

May we ask your special favor to have 
one year subscription of your DISPLAY 
WORLD and we shall remit the sum to 
you in full later, because we are unable to 
get foreign exchange yet—N. A. Teplya- 
koff, manager, Pacific Advertisers, 14 Route 
Restelan, Shanghai, China. 


Please find enclosed a check for $3 for 
a year’s subscription to DISPLAY 
WORLD. Last year I was advertising and 
display manager for Herzberg’s Department 
Store, Enid, Okla., where I had your maga- 
zine at constant hand. However, now | 
am opening a _ free-lance display studio 
in Santa Fe where art-display is a must 
Your magazine is an_ ever-helpful 
for both ideas on how the other half dis- 
plays, and where what you want can be 
had—Thomas G. Pillsbury, Santa Fe, N 
Mex. 


source 


As a subscriber to your magazine DIS- 
PLAY WORLD, I would very much like to 
secure a copy of “Displaying Appliances oi 
Tomorrow,” by C. J. Coward. An article 
on this manual was given in the October 
1945, issue of your magazine. If it is at all 













garbed except for suits—which were replaced by barrels. A sad little cocker spaniel held the 
sign, reading: "The clothing situation is pretty bad, but we doubt if this will ever be a necessary 


style for men. 





(Barrels are not for sale!)'""— 
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for a copy to be secured, would 


e this and advise me of the cost and I 
wi mit the necessary funds to you. . 

C Pearce, managing director, Distribu- 
tors Hardware Company, Ltd., Putaruru, 
Ne ealand. 


Le me begin by giving you the standard 
rs to the standard questions generally 


ans 

aske of a returning GI: I am feeling fine; 
I am glad to be back; I surely missed 
everyone, etc. etc.; my experience was 
worth $999,000, but I wouldn’t take a mil- 


lion to do it again. 
In a more serious vein, believe me, I am 


happy to be back. As a matter of fact, 
in my absence I generated so much ambi- 
tion (or what have you) that I have decided 


to open a new firm in the display field. 
Kramer Display’s, Inc., will be located at 
6 North Michigan avenue, and, as you 
can probably guess, we anticipate doing a 
thoroughly aggressive display selling job. 
My are three returned service- 
men 

Obviously, if I am going to do this job 
right, it will be most necessary for me to 
reassociate myself with DISPLAY WORLD. 
Let us begin by having you send me, if pos- 
sible, about six back issues, so that I can 
acquaint myself with the display programs 
of the past months. Naturally I will want 
to subscribe to your book, so please send 
bill for this and with it a schedule 
of prices for advertising space.—Walter F. 
Kramer, Kramer Displays, Inc., Chicago. 
(Kramer was at one time manager of the 
display department for Carson Pirie Scott 
& Co., Wholesale, and prior to the war 
manager of the Chicago office and 
showrooms of Garrison-Wagner Company; 
e recently returned to display after lengthy 
with the army in the China-Burma- 


-Ed.) 


associates 


me a 


Was 


Service 


ndia theatre. 


The January issue of DISPLAY WORLD 
is just arrived this morning, and I wish to 
mgratulate you on the fine job made of this 
issue. I have not had a chance 
) digest it yet, but it is a great help to 
postwar plans as far as I can see. In the 
editorial columns I note that have 
brought up the subject of staff training in 
display. Strangely enough, I have just been 

ug along the same lines, and enclose 
of a treatise on “Merchandise Pre- 
sentation” to be discussed at the coming 
New Zealand Retailers Federation Confer- 
ence at the end of this month. 


particular 
you 


1 
WOrKI 


d COP\ 


What is needed is a syllabus of training 

n the particular phases of display, and 
lough I notice you suggest it is a job 
ior the National Association of Display In- 
es, I believe that it is as much a job 
tor DISPLAY WORLD as the world’s dis- 
iuthority to make a start by preparing 


t s\llabus of training—C. H. Andrews, 
Wellington, New Zealand. 
[hs is to inform you of a change in display 


lan. gement at The May Company-Wilshire. 


Replicing Thom Sweaney as display di- 
rec is the undersigned, who has acted in 
“ils capacity since the first of the year. 
The pring fashion window pictured on page 
4 vour February issue was executed by 
me~ James Stewart, The May Company- 
Wil. ire, Los Angeles. 
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pONt 


—SEE... 





fom 





miss 


D ARLING DI 


HOUSTON 


DROP IN AT GARRISON-WAGNER'S BOOTHS 
A AND B, AND AT BOOTH 20 OF SOUTHWEST 
FIXTURE COMPANY FOR QUALITY AND VALUE 


spLAYS At 


“AN Darling Displays 








After an absence of nearly five years in 
the Royal Australian Air Force, I can as- 
sure you DISPLAY WORLD is helping me 
a great deal to get back into touch with 
the trend of display. Best wishes to you 
and your staff for 1946—John M. Strathein, 
Armidale, NSW, Australia. 


I have 
director 


recently 
for D. 


been appointed display 
H. Holmes Company, Ltd., 


New Orleans, having been with the display | 


department for over 27 years, all the sign 
work having been under my _ supervision 
prior to this promotion. I have always 
been an admirer of DISPLAY WORLD 
a medium in promoting display to its 
present level and achievement.—Leonard M. 
Pons, D. H. Holmes Company, New Or- 


as 


leans. 





Our jewelry department is looking for a 
gift-wrap paper that is unusual and out- 
standing, and knowing of your helpful serv- 
ice to me in the past I am taking this liberty 
of asking your aid in the source of supply 
for such an item. 

As I’ve mentioned before, I’d be lost with- 
out DISPLAY WORLD. It is truly the dis 
playman’s “bible.” ... D. A .MacNicoll, dis- 
play and advertising manager, 
Waterloo, Iowa. 


Davidson’s, 





I want to thank you personally for the 


boost you gave the Southern Display Asso- | 


ciation in last issue of DISPLAY 


WORLD. 
It is this kind of cooperation given to such 
a wonderful undertaking to promote the dis- 


your 


play profession that will surely make it a | 


success. ... 1 want to assure you that the 


SDA will give you the biggest show (at the | 


Houston Conference) ever held along this 
line, and you, with all America, will be 
proud of us. 
sonal gains. 
our great profession 
Paxton, Shudde 


of 


display. —R. L. 
,rothers, Houston. 


Please find enclosed a check for renewal 
for the DISPLAY WORLD; $3 is pretty 
cheap for. the help I get from it.—H. G. 
Danielson, “Dan’s,” Grantwood, N. J. 


We are working for no per- | 
Our only desire is to advance | 


| 


Henry's C2 £ 


| PLASTIC HANGERS 


for DISPLAY 


“We make the better Hanger 
For the better Merchant” 


12" Size 
“KIDDIE HANGER” 


14!/," Size 
“JUNIOR HANGER” 


THE BEST 
HANGERS 
MADE 






17" Size 
“LADIES HANGER” 


A Hanger of Superior Quality 


“THE HANGER KING” . Pioneer of Plastic Hangers 


HENRY HANGER CO. of AMERICA 
450 Seventh Ave. N. Y.1, Dept. DW 











USE THE 


OPPORTUNITY EXCHANGE 





For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
$3.00 Per Column Inch CASH WITH ORDER 




















SPRING & EASTER 


- | G ed S MOTHER’S DAY 


FATHER’S DAY 
214” x 1314” 
: : white glazed $ 


Beauitully 95 


EACH 
mounted = on 


with 


colored on 
heavy blue 


back 


paper 


cardboard easel 


HARRIS SIGNS 


143 N. Central Ave. Chicago 44, Illinois 











ews § 


isplay Leatherette 


Now Available 


43°--65c per yd. 


@ WHITE e PEACH e IVORY 
e YELLOW e LT. GREEN 
e LT. BLUE e RED 


* 
HEAVYWEIGHT 


METALLIC LEATHERETTE 
75c PER YD. 


HEAVYWEIGHT 
UPHOLSTERING LEATHERS 


8 Color Combinations 
SEND FOR SAMPLES 


JOS. E. PODGOR CO., Inc. 


Complete Display Suppliers 
618 MARKET ST. PHILADELPHIA 6, PA. 
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—tThat little slip of paper held in J. Milton Robey's hand is merely a check for $1,000—awarded 
him as first prize in the national display contest sponsored by Reynolds International Pen Com- 


pany, Chicago. 


Robey, who is display manager for Volk Brothers Company, Dallas, also 


holds the letter of notification and a picture of the prize-winning display— 


Pepperell Plans Displays 
To Boost Retail Sales 


Na trade 
Manufacturing Company, 
scribed a new display selling kit designed 
to increase the company’s well- 
known products in retail The re- 
lease gives the reasoning back of the in- 
creased importance of display in the firm’s 


recent release, the Pepperell 
) 


Boston 2, de- 
sales of 


stores. 


merchandising plans: 

“To the domestics buyer to build 
increased volume in his department and to 
unit sales to a maximum, Pepperell 
has prepared a portfolio of modern, prac- 
tical plans and blueprints that incorporate 
new layouts and designs for up-to-date sheet 


assist 


boost 


departments. 

“In the past, with the big volume of do- 
mestics done largely on a price 
basis, a minimum of ‘displability’ was neces- 
sary. However, a long range view into the 
future domestics that the 
majority of sales will be made on the basis 
of high quality, nationally advertised mer- 
chandise, and that a real selling job will 
have to be accomplished by the retailer to 
draw consumers into his store. 

“It is becoming increasingly evident 
throughout the trade that now is the time 
buyers to study their present display 
problems with an eye to necessary im- 
provements that can be made inexpensively, 
yet with the intent of building a department 
that will top local interest and in- 
creased sales to customers. 

“Buyers have always realized this point 
but now know that the selling job must be 
done on an entirely different basis than be- 
fore—a basis that demands constant atten- 
tion to new, improved methods of display 
and showmanship. Those retailers who of- 


business 


business reveals 


tor 


create 


fer their customers Pepperell branded mer- 
chandise will have already started off on the 
right foot, but they too will have to keep 
constantly in the fight to realize full lead- 
ership in volume sheet and pillow case busi- 
ness in local selling areas. 

“To provide a down to earth, practical 
plan for these retailers to follow, even be- 
vond the ordinary dealer setup, 
Pepperell enlisted the aid and talents of one 
of the leading store designers in the coun- 
try, Peter Copeland. He concentrated 
his recent energies on the preparation of a 
display portfolio containing four respective 
drawings of sheet departments, 
with matching blueprints of the floor plans 
plus detailed blueprints of a standardized 
display fixture, aisle islands and back wall 
All arrangements have been sug- 
gested with low cost and a minimum 0! 
construction, yet creating a plan tailored 
for the display minded retailer. 

“Each of the four departmental arrange- 
ments is planned around the 
standard display fixture as a major element 
In turn, this fixture has been  specificall) 
patterned to accommodate Pepperell’s new 
sheet box which is constant in size for all 
sizes of sheets. Covering a floor space 0! 
only 6 feet 3 inches by 3 feet 2 inches, and 
standing 4 feet 3 inches high, this fixture 
will display and store 260 sheet boxes, or 4 
total of 520 sheets of all sizes. The use 0! 
several of these units in the department et- 
ables the merchant to keep a maximum 
stock at his fingertips, at the same time 
providing a dominant and attractive selling 
fixture. 

“Included in 


service 


has 


suggested 


displays. 


use of the 


the four blueprints which 
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Opportunity Exchange 


—_ 


i] NTERIOR DECORATOR 





| e Milwaukee department store has 
ed lent opportunity for experienced in- 
terior decorator. Must be qualified in 
creative ability. Give full information 
recarding personal and work _ history, 
showing age, education and general back- 
ground. List in chronological order 
where worked, under whom, for how long 
and salary received. Confidential if re- 
que ted. 
Address “S. E.” 
Care DISPLAY WORLD 








CORRESPONDENCE INSTRUCTION—In Win 
dow Display, Advertising and Card Writing 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world, New graphic instruction and new 
ai courses now available at special prices. 
rite for catalog. THE KOESTER SCHOOL, 
m0 W. Adams St., Chicago, II. 








A Wonderful Opportunity for 
INTERIOR DISPLAY MAN 


Large midwestern department store has 
an unusual opportunity for a_ talented, 
creative and thoroughly experienced man 
to assume responsibilities of all interior 
displays, under supervision of nationally 
know display director. 


Address “BOX W. H. B.” 


Care DISPLAY WORLD 








Home Study 
“LESSONS IN WINDOW DISPLAY” 


A low priced, practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin 


ner. Over 500 pages with 1,000 sketches to show 
how. Write for circulars. 


“WILL H, BATES, Box 101, Ellsworth, Il. 








SALESMEN WANTED 
for attractive and well made 
BUC ETE FIXTURES 


TRANSPLASTICS FABRICATING CO. 
295 Huntington Ave., Boston 15, Mass. 








DISPLAY MANAGER 


Formerly with suburban branch 


Fifth Avenue 
position in West or West coast. 


store, desires 


Excellent references 


Address “BOX P. L.”’ 


DISPLAY WORLD 


Care 








—, 


ADDITIONAL OPPORTUNITY 
EX °“HANGE ADVERTISEMENTS 
ON PAGES 134 AND 135 





OiSrFLAY WORLD 


are part of the portfolio are plans for a 
small shop for any size store, and three 
other plans for varying size departments. 


From the sketches and plans provided, the 
selection of a department for nearly every 
type can be made. 

“By focusing attention the new Pep- 
perell sheet box, an additional element of 
display is accomplished, because these boxes 
outstanding displays in_ themselves. 
The combination of a new package and the 
attractively designed display fixtures 
makes a selling team that will be hard 
to beat.” 


store 


on 


are 





Men's Wear Display Contest 
Offers Complete Wardrobes 


A window display contest for men’s wear 
stores, with three complete wardrobes of ap- 
parel totaling $1,000 in value as prizes, has 
been announced by the Men’s Fashion Guild 


of New York. Windows entered in this 
competition are to feature the gray and 
yellow fashions exhibited by the 25 Guild 
members at a recent spring show in the 
Ritz-Carlton hotel. 

The three awards, highlighted by a pure 


cashmere overcoat and other hard-to-get 
apparel, will go to display managers whose 
windows best present gray and yellow mer- 
chandise bearing the Men’s Fashion Guild 
insignia. (Guild members include manufac- 
turers of virtually every item of men’s ap- 
parel, from cuff links to hats, and display- 
men will have an opportunity to build co- 


ordinated displays of merchandise from 
every man’s department in the store. With 
merchandise still in the scarcity stage, win- 


dow presentations will call for considerable 
resourcefulness, it is pointed out. 
The contest opens April 1 and 
May 1. Winners will be announced by June 
10. Entries will be judged by a committee 
of four noted men’s fashion authorities: 
Bert Bacharach, 
Pic; Henry Jackson, men’s fashion editor 
of Collier's and Men’s Reporter; O. E. 
Schoeffler, fashion editor of Esquire and Ap- 


closes 


parel Arts, and H. J. Waters, editorial 
staff of Men’s Wear. 

The complete first prize consists of a 
pure cashmere coat, business suit, leisure 
jacket, water-repellent jacket, felt hat, six 
shirts, six ties, set of matched jewelry, 
slacks, two sport shirts, sweater, rayon 
robe, pajamas, four undershirts, four pairs 


of shorts, swim trunks, gloves, six pairs of 
socks, 13 handkerchiefs, toiletries, 
military brushes, braces and garters. 


set of 


Rules of the contest state that the display 
director of any store featuring Men’s 
Fashion Guild of New York merchandise is 
eligible. Windows must contain only gray 
and yellow Men’s Fashion Guild merchan- 
dise and must show the Guild’s official in- 
signia. More than one window display may 
be entered, but only one of such groups will 
be eligible for an award. Photographs must 
be 8 by 10 inches or larger and in black 
and white, with the name of the display di- 
rector, store and the city on the reverse side. 
All entries must be postmarked before May 
1, and should be sent to the attention of 
Contest Manager, Men’s Fashion Guild of 
New York, 507 Fifth avenue, New York 
City. 


men’s apparel director of | 
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GOING WEST? 


You'd better get acquainted with the Sheriff. 
Will deliver to you prepaid for $20.00 the 28 
inch size, $8.00 the 13 inch size finished in wood 
imitation. Other Western subjects now availa- 


ble for your Dude Ranch Display or Leather 


Goods Department. 





RAPHAEL GROPPI STUDIOS 


Division of Chicago Statuary Company 
862 NORTH STATE ST. CHICAGO 10, ILL. 
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USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 














DISPLAY WORLD 


MARCH, 1! 94} 





OPPORTUNITY EXCHANGE 








DISPLAY UNITS AND 
PROPS FOR SALE 


Large Silvestri Art Co. triple 
Baroque screen 7’ x 8’ (@ $39.50 
Plaster 72” Silvestri Candelabra. 22.50 
Magnolia Trees 5’ high 22.50 
Plaster Silvestri Santa Claus 4Y 
it. High 10.00 
Staples- Smith Papier mache 
Blackamoor 7’ tall 95.00 
Staples-Smith Papier mache & 
wood, Three dimensional 7’ high 
screen 87.20 
Papier mache Giant Flower & 
Nympas unit 4 high 4’ diameter. 44.50 
Rip Studio Papier mache Boy on 
horse ~ high 45.00 
Black and Gold Cabana 5’ high 
2’ diameter 22.50 
Sketches sent on request. All items are in 


First class condition. F. O. B. Oak 
Park, Illinois. 


BRAMSON 
1107 Lake Street 
Oak Park, Ill. 





DISPLAYMAN WANTED 


Modern and progressive Southern In- 
diana store, independently owned, desires 
the services of a competent and experi- 
enced displayman to handle its window 
displays and interior. Fashion type of 
presentation, popular and better type mer- 
chandise handled. A good opportunity 
for the right man. 

Write details, salary expected, and when 
available. 


Address “BOX I. H.”’ 


Care DISPLAY WORLD 


FOR SALE 
EMBOSSOGRAPH PRESS 
With Four Fonts Sans Serif Typ 
$50 for Quick Sale. 
WRITE 
D. L. WELLS 
Display Manager 


GEORGIA POWER COMPANY 
Atlanta, Georgia 




















DISPLAY MANAGER 
WANTED 


By old established medium sized inde 
pendent department store in the Middle- 
west. Excellent opportunity and future 
for right man. Want person capable of 
assuming broad responsibilities as ability 
is proven. Write giving full details of 
past experience and age. All replies 
confidential 


Address “E. F.”’ 


Care DISPLAY WORLD 





For Sale 


CHRISTMAS 
WINDOW PIECES 


made for us 


by Staples Smith 


/ SANTAS.. «. 
pier mache 90 inches high. Ex- 
cellent 
units for accessory display. Or- 
iginal cost $200. Also 9 halft- 


round sculpture Santas. Original 


Full-round pa- 


atmosphere and _ good 


cost $175. Also 3 upright Deer, 
original cost $125. Pictures sent 
on request. Address Display Di 


rector 


KAUFMANN’S 


PITTSBURGH 19, PA. 








SALES REPRESENTATION 


We have openings for experienced 
salesmen and jobbers to handle “THE 
HARP DISPLAYER” and our smartly 
designed Papier Mache, Wire and Novel 
ty Creations. 

Produced by one of America’s most 
progressive display manufacturers. : 
Respected by the finest stores in the 
country 


ALLIED DISPLAY SERVICE 


200-202 N. Pearl Street 
Baltimore 1, Maryland 


NEW LINES WANTED 


Southern California jobber and dis- 
tributor desires new lines for rapidly 
growing market. 

We can offer display manufacturers 
excellent representation in this area. 


Address “‘M. G.”’ 


Care DISPLAY WORLD 








MIDWEST 
DISPLAY JOBBER 


is compiling catalogue for extensive use. 
If you have suitable items that should 
be listed such as chromium furniture for 
shoe stores, racks, fixtures and display 


accessories, write at once. 


Address “fA. M.”’ 


Care DISPLAY WORLD 











OPPORTUNITY FOR 
YOUNG DISPLAY MAN 


To Grow With Young Organization 
Qualifications: Producer of fashion sell- 
ing windows that sell the fashions not 
the backgrounds. Must be able to exe- 
cute own signs for window and interior 
display. All replies will be held confi 
dential. Address replies to: 


LESTER M. JACOBS 


General Manager 
c/o THE PARIS, 
Fort Wayne, Indiana 


WANTED 


Good displayman, capable of doing 
own backgrounds, and cards. Knowledge 
of Infants’ and Children’s wear desirable. 
Excellent salary and opportunity for ad- 


vancement. 


Address “F. J.” 


Care DISPLAY WORLD 














POSITION WANTED—Display and Advertis 
ing Manager, returned serviceman. Experienced 
in men’s, women’s and children’s. displays; 
background building and newspaper work for 
better class store Excellent reterences, De 
sires permanent position with reliable organiza 
tion in middle west Address “Q. M.” Care 
DISPLAY WORLD 

















WANTED SALESMAN 
TO SELL WIGS 
No objection to side line. 
High commission 
Address afl Ww. M.” 
Care DISPLAY WORLD 








WANTED 
ADVERTISING MANAGER 


For Midwestern Specialty Store handling 
men’s, ladies’ and children’s merchan- 
dise. Must have experience in neWws- 
paper, direct by mail and radio advertis- 
ing and promotion. Give full particulars 
in first letter regarding salary and age 
and experience. 


Spines Clothing Company 
WICHITA, KANSAS 
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Display Fixtures 


For Sale 


| Plaster Cornucopia 


2 Plaster Pedestals 


| Papier Mache Treasure 
Chest 
5 Papier Mache Christmas 
Carolers 


3 Papier Mache Children 


6 Fall Display Units—Flow- 
ers, Cornucopias brilliantly 
colored in Harvest tones 


2 Wine Bottles 


4 Sprays Blue Paper Flowers, 
Three tones 


2 Large Lamp Posts 

2 Small Lamp Posts 

| Sled 

4 Deer - Wooden 

2 Papier Mache Donkeys 

2 Plaster Donkeys (small) 
Mache 


3 Mexican 
Girls 

) Large Plaster Relief Maps 
of California 


Papier 


2 Gingerbread Boys - Papier 
Mache 


Assorted Papier Mache Cook- 


ies, Cakes, Pies 


2 Plaster Pocket Watches 
(Men's) 


ONE - HALF to TWO - 
THIRDS OFF ON ALL 
ITEMS. Sketches or photo- 


graphs sent on request. Please 
contact: 


MR. W. J. DOOLEY 


HARDING’S 


| 68 West Madison 
| Chicago 2, Illinois 





WANTED 
DISPLAY SALESMAN 


MUST BE EXPERIENCED 


Here is one of the display industry’s finest opportunities for an ex- 
perienced salesman for displays, mannequins, fixtures and novelties. A 


complete line of best selling items. 


A big, profitable territory, comprising New York State, Ohio and Michi- 
gan. Unlimited earning possibilities for the right party. Applications 
will be considered in strict confidence. 


NAT SIEGEL Inc. 


39 W. 37th Street 


New York City 18 








WANTED 
Fixtures, Designs, and Displays 


We now have a well-established business at one of the leading 
co-educational universities in the South. In May we will increase our 
space to 5,000 square feet sales floor and will re-model completely with 
new fixtures, new lighting, new front, air-conditioning. 


If you can furnish fixtures, or designs, store layouts, store planning, 


please 


Address “BOX U. T.” 


Care DISPLAY WORLD 








FOR SALE OR EXCHANGE 


Mechanical Mickey Mouse Orchestra 
Five Working Models 
Two Stationary Units 
Canvas scenic background 40’ x 12’ 
high—hand painted. 
Will sell or trade 


Address “‘I Z.”’ 


Care DISPLAY WORLD 


LUCITE DISPLAYS 


SEVERAL TERRITORIES OPEN 
FOR RESIDENT SALESMEN WHO 
KNOW THE DISPLAY BUSINESS 
AND HAVE A FOLLOWING WITH 
THE RETAIL STORES, SELL A 
COMPLETE LINE OF LUCITE DIS- 
PLAYS DIRECT FROM THE MANU- 
FACTURER. LIBERAL COMMIS- 
SIONS. 


Address “S. P.”’ 


Care DISPLAY WORLD 








WANTED 


Experienced mannequin salesmen or 
agents for new high grade modern line 
Papier Mache and composition manne- 
quins. Men known to Display Managers 
and making regular calls preferred. 
Write giving age, experience and com- 
mission expected. 


Address “B. H.”’ 


Care DISPLAY WORLD 

















WINDOW TRIMMERS 


For Department Stores 


In Greater New York. 
Regular Hours. 
Good Salary. 


Address “K. M.” 


Care DISPLAY WORLD 








POSITION WANTED—Lady experienced in 


Ready-to-wear, dry goods, and general store 
merchandise, seeks position as a general store 
manager or department manager and buyer 

Not interested in city stores. Good reference 


Address “C. C.” Care DISPLAY WORLD 





ADDITIONAL OPPORTUNITY 
EXCHANGE ADVERTISEMENTS 
ON PAGE 133 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any displav problem. 

[) Air Brushes 

|) Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 
Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Forms 
Display Furniture 
Display Letters 
Display Racks 
Drawing Boards 
Dye, Rug and Carpet 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 
Flags and Banners 
Foils 
Glass Specialties 
Grass Mats 
Hosiery & Shoe Forms 
Invisible Glass 
Lithographed Displays 
Mannequins 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Mouldings 
Natural Foliage 
Pageants & Exhibits 
Paper Sculpture Displavs 
Papier Mache Specialties 
Photographic Blowups 
Plaques (Window) 
Plastics 
Price Cards—Tickets 
Price Ticket Holders 
Ribbons 
Sale Banners 
[] Show Card Colors 
C) Show Cards 
() Show Case Lighting 
[) Show Cases 
(] Store Designing 
") Socks—Window 
(} Store Equipment 
“) Signs—Brass— Bronze 
") Signs—Card Holders 
Signs—Electric 
Sign Printing Machines 
Sleeve Forms 
Store Fronts 
Tackers 
Time Switches 
Turntables 
Veneers (Imitation) 
Wall Board 
Wigs 
[) Window Lighting 
"} Do you wish a copy of their catalogue? 
(] Do you plan to remodel your store soon? 
[) Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI, OHIO 
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Adar Co. 126 Laverne Originals 10 
Adler-Jones Co. 7 Leuer Co., J.. 87 
Allied Display Materials, Inc. 15 Lewy, Werner . 110 
Arranjay Wig Co. 109 Lloyd Co., Inc., W. H. S. 104 
Arts & Flowers Displays 93 London Displays 9 
Arts in Papers. 98 «Lutz, A. ... 119 
Austen Display 16 Lyons & Co., Hugh 77 

Lynn Display 100 
Barrango Co., C. 34 
Becker Sign Supply Co.. 109. Magnani Mannequin Co. 36 
Bernar Manufacturing Co. 103. = Madisonia Manikins 61 
Bishop Publishing Co. 13. Maharam Fabric Corporation 29 
Bliss Display Corporation 38 Manhattan Wood Letter Co. an 
Bonafide Display & Decorative Co. 117. Midwest Mannequins 114 
Botanical Decorative Supply Co. 124 Mileo, P. C. 12 
Bridge, Everett M. 100 Modern Displays 8 
Brueser Studio, Inc., Eve 129 More Displays 32 
Bulkley-Dunton & Co. . 6 Morgan Co., The 102 

Mutual Display Manufacturing Co. 89 
Carmen-Bronson Co. 105, 107 
Century Lighting, Inc. 120 National Committee for Observance of 
Champion Display Material Co. 118 Mother's Day a 
Charrot Co., L. J. 37. Naegele-Horner, Inc. 59 
Chicago Cardboard Co. 123, National Art Studio 110 
Chicago Statuary Co. 133. National Ass'n Display Industries 23 
City Display, Inc. 105 National Card, Mat & Board Co. 108 
Cohen Co., Art R. 30 =National Hanger Co., Inc. 99 
Cole Co., James A. 108 National Mannequin Manufacturing Co. 9 


Darling Co., L. A. 
97, 101, 105, 131, Inside Back Cover 


Dazian's, Inc. 73 
Decorative Plant Co. 67 
DeWeese Display Equipment Co. 20 
Dickson Mache Displays 113 
Dingleman-Wolff Co. 117 
Display Craft 101 
Display Equipment Corp. 26 
Displaymakers 125 
Display Mannequin, Inc. 123 
Display Mfrs Mart, Inc. 122 
Display Products Co. 115 
Doerr & Associates 104 
Durable Displays, Inc. y af 
Duran Style-Rite 99 
Eaton Bros. Corporation Vt 
Ev-Ready Adv. 85 
Eureka Specialty Printing Co. 114 
Facil Fabrics Co. 35 
Fastener Corporation 101 
Feder Industries, Inc. 124 
Fixture Mart, Inc., The 129 
Fleming, Katherine B. 125 
Frank Paper Products Co. 97 
Frankel Associates 65 
Fren-Zee Store Equipment & Fixture Co. | 22 
Garrison-Wagner Co. 5, 118 
General Arts Co. 125 
General Display Corporation 95 
Glo-Brite Products, Inc. 119 
Greneker Corporation 17 
Haida Displays, Inc., Victor 115 
Halsen Manufacturing Co. 28 
Henry Hanger Co. of America 131 
Hamberger, Inc., David 126 
Harris Signs 132 
Hecht Fixture Co., The 112 
Helms Chemical Co. 93 
Hertie, Inc. ; 124 
Hurlock, W. C. 109, 117 
Jonas Display 112 
Kaplan Products & Textile, Inc. 98, 120 
Kingsley Studio 125 
Koester School 107 
Korrect-Way Display Products 84, 85, III 
Kurtis Studio, K. G. 129 


National Sawdust Co., Inc. 127 
Natural Creations 79 
Opportunity Exchange 133, 134, 135 
Pin-Rose Studios 75 
Plastic Shade Co., The 116 
Podgor Co., Inc., Jos. E. 132 
Prisco Bros. 33 
Quensell Displays 130 
Radiant Glass Fibers Co. 9I 
Redikut Letter Co., The 93 
Reflector Hardware Corporation 81 
Regalia Manufacturing Co. 106 
Reyburn Manufacturing Co.. 24 
Reynolds International Pen Co. 19 
Rip Studio 83 
Roehl, Virginia 92 
Rohm & Haas A 
Rubner, Inc., Gustave 63 
Rustic Furniture Co. 97 
Schack's, Inc. 4 


Scheuer Mfg. Co. 


Senker, Phil. oe NOP 
Sherwin-Williams Corp. Back Cover 
Shopsin Paper Co. 125 
Siegel, Inc., Nat ; 77, 89 
Silvestri Art Manufacturing Co. 31 
Staples-Smith, Inc. : a 25 
Stensgaard & Associates, Inc., W. L. 1, 8! 
Stillman Art Exchange 109 
Sun-Shade Co., The 121 
Taffel Bros. ; 107 
Tally-Ho Display Studio 116 
Thayer & Chandler 133 
Timbertone Decorative Co., Inc. 40, 87 
Timely Service 39 
Toll, Murray 130 
Transparent Shade Co., The 18 
Tray-Ware Manufacturers 96 
Trenton Displays 128 
Tropicraft 106 
Violite Displays 14 
Wabash Appliance Corporation i 
Williams, Inc., Jas. B. 3 
Zemitzsch Co., Walter E. 103 
Zeppin-Field Studio, W. M. 69 
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GREATER 
VALUES 


In Brand New 
DARLING 


Style-Center 


















Mannequins 


Twelve beautiful mannequins in 
this group. Marvelous modeling, 
Life-like Wigs, Split Waists and 
Wrists, interchangeable Arms, Metal 
Base and Rod. You'll never believe 
it, but they're only 


@€ $8750 


Highly styled, finest anatomical de- 
tail ever. Twelve gorgeous figures 
in this group, with that “rounded” 
look, that hugged-in waistline and 
accented hips. Every detail of these 


figures is unusual at 


“a27" § 


DON’T BUY 
UNTIL 
YOU SEE THEM 


AS 
hay 


See them at our New York or Chicago display rooms or ask Dat- 
ling distributors for full information... You will be pleasantly 





stimulated by these exceptional mannequins, or have you heard ? 


New York— 47 W. 34th St. © Chicago— 222 W. Adams St. 


DARLING COMPANY - BRONSON, MICHIGAN 











Full color 2 in | sets like 
Toddler's Panels shown above 
for only $3.95 for set of 2. 


Show card colors. Smooth, free 
flowing. Brilliant color range. 
Conveniently packaged in two 
ounce up to gallon sizes. Ready 
to use in brush or pen. 


Self supporting window—tall 
fluted backgrounds. Use it for 


many architectural effects such 
as pillars, curved walls, etc. 


a “As 
a we 
BIT, 


Deca Sene Paste Toner Colors, 
water mixed. Matt finish, non 
fading color for every decora- 
tive need. Ten brilliant colors 
plus black and white. 


s vf 
Colorful Cut-Outs of Men- 
Women-Children, animals and 
decorative objects for as little 
as $1.00 per set. 


EMERsLo ote 
aane2 . 


Poster screen process colors, 
brilliant, free flowing. Will not 
gum or clog screen. Dries flat 
in fifteen minutes. Complete 
range of color and modifier. 


necessary for Spring and Sum. 
mer Windows —in Giant and 
natural sizes—they're priced 
right too. 


Art colors. Dry powder colors 
containing glue binder. Mix 
with water. Use on paper, wall 
board, plaster, etc. For posters 
and murals. 





